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WITH GROWN-UP IDEAS —- = 


Built especially for little women. Low heels 
(covered) — short-coupled lasts — patterns as 
sophisticated as those in big sister's shoes. Fact 
is, this line is so attractive that big sister herself 
demands it. That’s why sizes run from 1 to 3 
in Junior Miss, right thru to 9 in Women’s. 
TWEEDETTES retail at $5.00—profitably. 





94% of the merchants who took on 
TWEEDETTES in their first year of production 
are still handling them. Investigate this line 


and you'll invest in it. 


TWEEDIE FOOTWEAR CORP. 
JEFFERSON CITY WM” {SOURI 
SHOEMAKERS SINCE 1874 
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WE are really too close to get 
the full significance of the unani- 
mous decision of the Supreme 
Court that the Constitution of the 
United States must be upheld; and 
yet that decision will play a part 
in all industry in years to come. 








It touched the shoe and leather 
trade directly, in the month of June, 
when the Neely Shoe Labeling Bill 
was killed by an interpretation of 
the original Constitution adopted 
on September 17, 1898—nearly 150 
years ago. 

The Neely Bill required “that 
all boots and shoes bear labels de- 
scribing their component parts and 
that misrepresentation thereof pro- 
vided stiff penalties.” 

The bright light of publicity 
wasn’t thrown on this latest victory 
for the good old Constitution. Per- 
haps the reason is the shore trade— 
“ancient, independent, free”—is far 
too modest to shout aloud in public 
places over this significant victory. 
For nearly twenty years we have 
had the threat of pure shoe bills; 
but it remained for the Federal 
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Trade Commission, in a brief filed 
at the Senate Interstate Commerce 
hearing, to kill for all time such 
trade inquisition. 

The Commission stated: “The 
bill, if enacted, would prove un- 
constitutional, insofar as it attempts 
to regulate manufacturing and in- 
trastate commerce. It is submitted 
that a measure should not be 
adopted which tends to distribute 
regulatory powers to various indi- 


_ viduals among the diverse govern- 


mental bodies, which create new 
classes of crime, without most care- 
ful consideration of the fundamental 
policies involved. . . . The Federal 
Trade Commission presents views 
adverse to Senate Bill 2255.” 

Let it also be known that the Na- 
tional Boot and Shoe Manufactur- 
ers Association filed a masterly 
brief in protest of the use of a 
label tantamount to government en- 
dorsement, saying: “While this bill 
was ostensibly drawn for the pro- 
tection of consumers, the effect of 
the bill if enacted into law, would 
be to greatly increase costs to con- 
sumers, would complicate and con- 
fuse manufacturing and retailing 
operations, cause unfair competi- 
tion, mislead rather than guide con- 
sumers, add to governmental ex- 
pense, and retard the development 
of new materials; all without bene- 





fit to consumers and to their defi- 
nite disadvantage.” 


* * * 


RAY BILL, editor of Sales Man- 
agement, says: 

“A chiseler unchisels. From one 
of the largest cities in the South 
comes a report which is interesting 
and illuminating. The largest de- 
partment store in this city is said 
to have delivered notice to some 
sixty of its employes that their ser- 
vices would be discontinued two 
weeks after date of notice. Simul- 
taneously, the remainder of the 
force was told that their hours 





would be extended to take up the 
slack caused by the release of the 
other sixty people. 

“Stop to think what you believe 
would be the outcome of such 
‘chiseling.’ Do you think the news- 
papers would bar the advertising 
of this particular store in order to 
preserve the employment volume 
and the wage and hour structure? 
Do you think a boycott would be 
organized against this store which 


NO CLEARANCE UNTIL JULY 15 
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‘Detroit Merchants Lead the Way; Let the Rest of the Country Follow 
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caused a reversal in policy? Do 
you think the store would get away 
with its change in policy? The an- 
swer to all three questions is ‘No.’ 
This is what actually happened: 

“The news about what had been 
done quickly spread around the 
city, no doubt conveyed for the 
most part by the employes who had 
received their release notice, but 
presumably in considerable part by 
the remaining employes, who felt 
none too happy or sure of their fu- 
ture. In any event, customers of 
the store began dropping in, tell- 
ing the management they had heard 
about what the store had done, 
stressing their lack of sympathy 
with such a policy and indicating 
that they did not want to do busi- 
ness with stores that followed such 
policies. The outcome: Before the 
two weeks’ notice period expired, 
the whole new program was can- 
celed and the old NRA basis of 
employment fully restored. Pos- 
sibly this incident will repeat itself 
in many other parts of the country. 
At least it demonstrates that results 
can be accomplished by the public 
itself.” 





SALES tax legislation illustrates 
the confusion possible with 48 
states, each operating without co- 
ordination of ideas or practices. 
Twenty-one states have added 
sales taxes since April, 1932. At 
that time only three states, Missis- 
sippi, North Carolina and West 
Virginia, imposed retail or general 
sales taxes. A characteristic of re- 
cent sales tax laws is their lack of 
uniformity. There isn’t even an 
approximate similarity among the 
states in respect to taxable objects 
or rate schedules. 

Two types of sales tax laws are 
on the books of South Dakota, 
Washington and West Virginia. In 
South Dakota a retail sales tax will 
become effective on July 1, when 
the gross income tax expires. In 
Washington and West Virginia re- 











—about one American home in 
every eight is unfit to live in. 
—about 9,000,000 American chil- 
dren aren't able to get full school 

facilities. 

—nearly 3,500,000 don't get any. 

—more than 16,000,000 homes need 
repairs— 

—half our people can't pay den- 
tists; a quarter can't afford phy- 
sicians. 

—only one person in three has a 
tooth brush. 

—The above statements of fact are 
taken from Kenneth Goode's new- 
est book “Move Your Merchan- 
dise:” 

—And they refer to pre-depression 
days, at that— 

—Surely, there's plenty of room 
and opportunity for betterment 
in this great country of ours. 

—We have much to be proud of, 
but much to be ashamed of, as 


well— 


» Ry ( ea! i 
President 





tail sales taxes are imposed simul- 
taneously with taxes on a broader 
base. 

Of the taxes now in effect, three 
are classified as general sales taxes, 
two as gross receipts taxes, three 
as gross income taxes, and seven- 
teen as retail sales taxes, exclusive 
of the New Jersey and South Da- 
kota retail sales tax laws, which do 
not become effective until July 1. 
The states in the various classifica- 
tions are as follows: GENERAL 
SALES TAXES: Arizona, North 
Carolina and Washington. GROSS 
RECEIPTS TAXES: Mississippi 
and New Mexico. GROSS INCOME 
TAXES: Indiana, South Dakota 
and West Virginia. RETAIL SALES 
TAXES: Arkansas, California, Col- 
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orado, Idaho, Illinois, Iowa, Ken- 
tucky, Maryland, Michigan, Mis- 
souri, North Dakota, Ohio, Okla- 
homa, Utah, Washington, West 
Virginia and Wyoming. After 
July 1, New Jersey and South Da- 
kota will be included in this group 
as well. 

The rates for state retail sales 
taxes now imposed vary from one 
per cent in Missouri to three per 
cent in Kentucky, Michigan and 
Ohio. In Illinois the rate will be 
increased from two per cent to 
three per cent on July Ist. The 
most common rate is two per cent. 


* * * 


SMOKE continues to get in our 
eyes. .. . Another good merchant 
friend writes: 

“The store next to us had a very 
bad fire, and water from the fire 
seeped through the walls into our 
basement and our entire store was 
filled with smoke. We felt that we 
very definitely had a serious dam- 
age to our entire stock. We based 
our claim on the fact that smoke 
discolored fabric shoes, buckskin 
shoes, and white kid shoes and that 
smoke discolored all boxes. 


6 1$ RUINING MY COMPLEXION 





“Smoke also penetrates into all 
other leathers and leaves a distinct 
odor which, although not notice- 
able here because of the prevalence 
in the store, is very noticeable when 
a customer gets a pair home. On 
this basis, we made a claim for a 
portion of our entire stock and the 
adjusters were very fair. The loss 
was adjusted on a percentage of the 
entire stock, a different percentage 
being used on each floor. 

“I might also add that under 
our Building and Improvement In- 
surance we made an adjustment for 
painting and redecorating on the 
claim that smoke leaves sediments 
on all walls and that the odor of 
smoke can only be removed from 
the store by a complete redecorat- 
ing job.” 
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J. A. MUNROE, vice-president of 
E. T. Wright & Company, Rock- 
land, Mass., organized a “Holiday 
Sweepstakes” in stimulation of re- 
tail selling—June 17 to July 20— 
and said: 

“For the next few weeks the re- 
tail salesman is working under a 
great seasonal handicap. Low-price 
shoes, ‘bargains’ —the attitude ‘any- 
thing is good enough for Summer 
wear —all make it difficult for him 
to do a serious constructive job. 
Hot weather, too, often diminishes 
a salesman’s natural ability to sell 
quality shoes. To help combat these 
conditions we are suggesting for 
your consideration a contest mod- 
eled on a ‘Holiday Sweepstakes.’ ” 














MATTHEW A. CONDON of 
Charleston, South Carolina, is play- 
ing a major part in the work of 
the Chamber of Commerce of his 
city, which he terms: “An organi- 
zation through which citizens may 
work together for the city’s ad- 
vancement and prosperity; and its 
accomplishments, year after year, 
fully merit the support of our busi- 
ness and professional men.” 

Mr. Condon is vice-president of 
the Chamber and the list of duties 
and associations on which he serves 
fill half a column in the local news- 


paper. 


* * 


SHOE LACE AND BRAID INSTI- 
TUTE, National Trade Association 
for the Shoe Lace Industry, at its 
annual meeting in Providence, R. I., 
unanimously adopted a resolution 
maintaining the minimum wages 
and maximum hours, child labor 
and homework provisions of the 
Code for the Narrow Fabrics In- 
dustry, and recommending that all 
manufacturers and converters of 
shoe laces continue to maintain 
current wages and to observe the 
provisions eliminating child labor, 
prescribing minimum wages, maxi- 
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mum labor and machine hours, and 
Fair Trade practice provisions. 
They then proceeded to set up 
machinery to legislate the voluntary 
standards. Elections of Institute 
officers for the year 1935-36 were 
also held. Richard Ward of Shoe 
Lace Company, Lawrence, Mass., 
was elected president. Other offi- 
cers elected were: Vice-president, 
Miles H. Ray, United Lace & Braid 
Mfg. Co., Providence, R. I.; trea- 
surer, John G. Brown, Glencairn 
Mfg. Co., Pawtucket, R. I., and sec- 
retary, L. K. Loomis, Providence, 


R. I. 


* * * 


VULCAN CORPORATION of 
Portsmouth, Ohio, manufacturers 
of shoe lasts and wood heels, took 
out a group life insurance policy 
for the protection of the employees 
in the eight Vulcan plants located 
in Portsmouth, Ohio; Johnson City, 
N. Y.; St. Louis, Mo.; Effingham, 
Ill.; Brockton, Mass.; Antigo, 
Wis. 


Each worker, according to the 
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arrangements of the policy, is 
eligible to coverage in $1,000 
amounts. Foremen and _ other 
higher executives are covered for 
somewhat larger amounts, deter- 
mined by the position held. 


* * * 

“T | oo ae 

HE retail shoe business is now’ 
getting to a point where a man can 
see light,” finds E. H. Schorsch, 
manager of the shoe department of 
The Famous Department Store: in 
Pasadena, Calif. His department 
has stabilized on patterns a little, 
turning more to the types of shoes 
which can be sold from January to 
January, yet with a keen apprecia- 
tion of styling. 

“A department our size cannot 
have all styles, so we feel that we 
can serve our particular trade best ° 
and make more money for ourselves 
by concentrating on what our cus- 
tomers like best. Named lines, 
established prices and plenty of 
sizes are a mighty strong trio in 
building a business.” 





4 > S 
WOO urs 
SSS 


ANS 
Ss 


ra 
I 
\ N 


x 


\y 
\) 


\S 
\N 


NON 
AALS 











W 


iS iy, 
Me? Ulu 
Yj 


Lod 
| __——- 


IMO 
WYO 


ARNOLD 
rIsEm 
BERG 


"What do you mean $3.95? Didn't you say they're the best value in a buck shoe?” 





Rapid Transit is Basic Competition to Shoes 





(1) Less than % of 1% 


- » « (2) Country stores majoring in groceries show no breakdown into men’s, women’s, rubber and other footwear so 


these classifications were given the same ratios as exist in shoe stores. 
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TOTALALL OTHER STORES 
A Master Chart Based on U. S. Census of Distribution 1933 


GENERAL MERCHANDISE STORES 
MAIL ORDER HOUSES (CITALOGIE ONY) 
FAMILY CLOTHING STORES 
MENS CLOTHING & FURNISHING! 

DRY GOODS STORES 

WOMEN'S READY-TO-WEAR STORES 
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and Trade Channels Used 


First National Survey of How and 
Where Shoes Are Distributed 





WHERE do 126,000,000 people buy their shoes? 
That question is answered for the industry by the 
Bureau of Census in its distribution study for the year 
1933. This study was undertaken in an off-year as a 
means of employment for thousands of enumerators 
and industry is grateful for this by-product of a de- 
pression. 

The first Distribution Census was made in 1930 for 
the year 1929. So these figures, compiled in 1934, for 


In Distribution 


the year 1933, give us the first opportunity for com- 
parisons. Four years of change—mostly in dollar 
volume. 

In 1933 our population was a little over 125,000,000 
people and in that year we produced 350,000,000 pairs 
of shoes, made wholly or partly of leather, with an 
estimated consumption that year of 336,000,000 pairs. 
The inclusion of rubber footwear to these ultimate 
sale figures, increases the grand total somewhat but 









Since 1931 the trend of per capita consumption has been slightly upward 
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inasmuch as the per capita consumption of rubber foot- 
wear of all kinds is but one-half pair per person for 
the year 1933 and the sales go through so many chan- 
nels of distribution we loosely approximate 350,000,000 
units of footwear, including tennis, were distributed. 

The master chart reveals that the total sales of all 
shoes in the year 1933 were $731,666,000. Simple 
arithmetic indicates that the average sale price for a 
unit of footwear is $2.15. That would seem to many 
very low but in a consideration of the figures, let us 
remember that in 1933 there were manufactured eigh- 
teen million pairs of infants’ shoes and fifty-three mil- 
lion pairs of miscellaneous items like slippers, athletic 
shoes, etc., with a similar production that year of 
thirty-three million pairs of misses and nineteen mil- 
lion pairs of boys’ and youths’ shoes. 

Averages anyway are an abomination to the ambi- 
tious but for the prelude to our story on the statistics 
of industry we give these totals. If anything, they in- 
dicate that the problem of industry is not to change 
its channels of distribution but to accelerate sales and 
quality and service to command more of the public’s 
money through better made and serviced footwear. 

The shoe industry has an opportunity in this issue of 
looking at itself statistically and perhaps for the first 
time. At least we present in this issue some figures 
that have never been codified before in a comparative 
way. We show the channels of trade down which all 
footwear goes to meet the ultimate consumer. 

We find that the channels remain fairly constant. 
As for example—in 1929 we sold through shoe stores 
58% of the footwear of the nation; and in 1933, the 
same relative amount—58.3% was so distributed. 
Through department store channels in 1929—16.5% of 
the footwear—and right on the nose 16.5% in 1933. 
The master chart of 1933 is so typical in its percentage 
set-ups for each channel of distribution, that it wasn’t 
necessary for us to publish a similar chart as of 1929 
in the column “total sales of all shoes.” So it can be 
generally said there is no revolution apparent in the 
channels of distribution. 

When it comes to the question of chains operating 
as multiple shoe stores, there has actually been a 
reduction in the number of stores from 6,099 in 1929 





















































to 5,265 in 1933. Independents decreased in greater 
proportion—18,160 in 1929 to 13,471 in 1933. And 
significant also is the fact that nearly one-third of the 
shoe stores in operation in the United States at the end 
of 1933 were new stores, opened during the four de- 
pression years—1930-33. Stated in terms of 1929, 45% 
of the shoe stores in existence during 1929 were out of 
business, or had changed ownership by the end of 
1933—that is 11% went out of business each year. 
However, many new stores were opened during the de- 
pression years. An average of more than 1300 new 
shoe stores were opened annually. 

The 1929 Census shows 24,259 shoe stores, while 
the 1933 Census shows that only 13,372 of these stores 
were in existence four years later. But some 5,000 
new shoe stores came into existence—making the net 
loss in the number of stores 22.4% High as these 
figures seem, the average turn-over in shoe stores dur- 
ing the four year period was exactly the average for 
all types of retail stores in the United States. The 
shoe trade was actually typical of the entire retail 
trade. : 

Supreme curiosity will undoubtedly be in the break- 
down of sales between chains and independents for 
both operate through shoe stores and 58% of the shoes 
of the country are sold through stores that major in 
shoes. 

There were in 1929—320 chains and a reduction to 
218 in 1933. The total sale through chains in 1929 
was $369,139,000, while in 1933 the chains distributed 
$221,444,000. The independents in 1929 numbered 
18,160 stores and decreased to 13,386 in 1933 with a 
distribution in 1929 of $437,689,000 while in 1933 
they distributed $203,148,000. 

About 41 per cent of all shoe stores (7708) did less 
than $10,000 of business in 1933, as compared with 
about 30 per cent in 1929. But the less-than-$10,000 
stores accounted for 8.2 per cent of total sales in 1933, 
as compared with only 4.34 per cent in 1929. At the 
other extreme, 65 stores did more than $500,000 each 
in 1929 and accounted for 6.28 per cent of total sales, 
while there were only 15 stores with sales in excess 
of $500,000 in 1933, and they accounted for only 2.3 
per cent of total sales. 
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All major channels of distribution held their relative position at retail—1929-1933 


Shoe stores described in this survey are stores selling shoes 
to the consumer at retail, as their principal activity. They 
may sell other commodities than shoes but in lesser amount. 
Other stores sell shoes but unless shoes are their principal 
commodity, they are not classified as shoe stores. This is the 
first national survey that gives the comparative distribution of 
shoes at retail and was based on the U. S. Census of 
Distribution of 1933. 





The percentages for stores and sales in 1933 are as 
follows: 
Per Cent 
of Sales 


Per Cent 
Size Group of Stores 
$500,000 to $999,999 
$300,000 to $499,999 
$200,000 to $299,999 
$100,000 to $199,999 
850,000 to $99,999 
$30,000 to $49,999 
$20,000 to $29,999 
$10,000 to $19,999 
Less than $10,000 

Nearly 21 per cent of the total sealed business 
of the country as reported in both the census of dis- 
tribution and the census of American business was done 
in New York State. Next in order of relative sales 
come Pennsylvania, Illinois, Ohio and California. The 
shoe-store business in these five states was 50.3 per cent 
of the United Sttaes total in 1933. It was greater than 
that of all the remaining 43 states and the District of 
Columbia. 

The Middle Atlantic division, centering on New 
York City, accounted for 34.35 per cent of the total 
sales of all shoe stores in 1933. The East North Cen- 
tral division, centering on Chicago, accounted for 22.82 
per cent. The Pacific Coast states accounted for 8.11 
per cent. 

By divisions, the stores and sales are as follows: 


Sales 
$39,497,000 
145,832,006 

96,896,000 


Per Cent 
9.30 
34.35 
22.92 


Stores 
1,921 
6,018 
4,795 


Division 
New England 
Middle Atlantic ... 
East North Central. 


7.92 
8.16 


33,660,000 
34,651,000 
12,738,000 
20,820,000 


West North Central 
South Atlantic .... 
East South Central. 
West South Central 
Mountain 6,000,000 1.42 
Pacific 34,498,000 8.11 

It should be remembered in this connection that the 
consumption of shoes is not in the same ratio as shoe- 
store sales. The reason is, of course, that the shoe store 
is a specialized business. It finds its greatest field in 
those sections of the country which are industrial, 
suburban, or metropolitan—where population is con- 
centrated. It is found least in distinctly agricultural 
areas and in states with widely distributed populations, 
not readily accessible to large towns and cities. In 
such areas shoes are sold largely in general merchan- 
dise stores, or in clothing and saa stores, rather 
than in specialized shoe stores. 

This is proved by the sales figures in 1933 for the 
following States: 


1,860 
1,283 
533 
822 
276 


4.90 


Sales in 
Other Stores 
$5,400,000 

6,211,000 
1,560,000 
1,377,000 
2,079,000 
2,605,000 
401,000 1,482,000 
172,000 1,102,000 


It should also be noted that there is no reason to be- 
lieve the per capita consumption of shoes is any less 
in these States than in many other States. Almost ex- 


Sales in 
Shoe Stores 
$1,541,000 

1,096,000 

807,000 
788,000 
621,000 
703,000 


Arkansas 
Mississippi 
Montana 
South Dakota 
Arizona 
North Dakota 
Idaho 

New Mexico 
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NUMBER OF SHOE STORES IN EACH 
(Sales expressed in thousands of dollars) Retail Distribution, 
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clusively the factor working against specialization in 
retail business is sparsity of population—the fact that 
the population is spread over great areas, with few 
large retail centers. 

There are two major factors which affect the sales 
potentialities of highly specialized stores, such as shoe 
stores. One factor is population. But population is an 
unreliable index, except for comparison between places 
of similar characteristics, and such similarities are rare. 

The second factor is total retail sales. This is a good 
general barometer, but never a good specific barometer. 


ee ee) 


ee eee eestor eee sealers ee eeeioeeeesesioeeeeeselesessese 
eee ee es ee 
ee Ce es ee ee ee 
Seem eee ate reer eerste rere eeeieesesreselesreseeeelesreseees 
Sew e eee ele ree ree eleeeesreerelesseeeseleesssece 
ee Ce es ee ee 
es Ce ee 


ee Ce es Ce ss ee 


eee ee eele rere eestor eeeeerieeseeeesiesesseseleseseeee 


Sere eerste ee er seeler seer esieeseserelesersereleseseses 


eee ewww ele seer eeerele reese eleseeseseleseseeesiseseseses 


eee eee eeleweeereelesr ee eesraiereeeereleseeeeeeleseseses 


ees Cs es Ce ee ee es ee ee 
ee ee 
ees ees eee eee ee eee ees ee ee 
ee Ce 
eee eee ee ees eee eee ee ee ee 
ee ee Os Ce es 
Peewee eeleor reesei ereeeereieerereses 
es 
Sere eee ele reer veeleseseeeeieseeeeeeiereeseesisesesese 
ees Ce ee ee ee 


es 


ee ee) 





418 


Le) 


AWN dS 


7 


Ammen 





ee 


CMmoe 


ele eereeeee 


eee Ce ee ee ee 


re oe 


weer ele meee erate rere eerie eer eseelsseeseeeiseseseeseioseesecse 


ee ec) 


Cece ebe wre e er mele ree eee ele seers raeieeereeeeleeeeseselesseeses 























For a specific kind of store many other factors must 
be taken into consideration along with total retail sales. 
It might be assumed that as between two cities or two 
States of equal total retail sales, the sales in shoe 
stores would be about the same, but such is seldom the 
case. 

In view of the importance of other kinds of stores in 
the distribution of shoes at retail, it is pertinent to 
inquire into the causes. One, of course, is the con- 
venience to the customer of being able to purchase 
shoes at the time and place of purchasing other ap- 
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STATE, BY SIZE GROUPS, IN 1933 








Bureau of Census, Washington, D. C. 
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parel. Another is the fact that shoe stores being a spe- 
cialized kind of business, 77 per cent of the sales of 
such stores are in cities of more than 30,000 popula- 
tion, 121% per cent in cities of 10,000 to 30,000, and 
only 9.74 per cent in places of less than 10,000. Hence 
ample opportunity is provided in the smaller cities and 
towns for the sale of shoes in general merchandise 
stores and in country general stores. Another cause 
may be found in a comparison of the cost of doing 
business, especially in places of less than 30,000 popu- 
lation. 


$307,074 | UNITED STATES 


Connecticut 
Delaware 
Dist. of Columbia 


...North Carolina 
.... North —- 


eg 
Pennsylvania 
Rhode Island 
...South Carolina 
....South Dakota 


Washington 
.... West Virginia 
Wisconsin 

















It should be remembered that shoes are both a prime 
commodity and a costume accessory. Work shoes, for 
instance, are bought with no other consideration than 
their utility and price. There are some grades of 
women’s shoes, also, that are strictly utility shoes, 
bought as such. But the majority of women’s shoes, 
and a large proportion of men’s shoes, are bought in 
association with apparel or clothing. For that reason, 
a sizable proportion of shoes are sold in department 
stores and men’s clothing stores. In smaller cities shoes 

[TURN TO PAGE 106, PLEASE] 



























Col. Harold S$. Wonson, President 
New England Shoe and Leather Association 







ALL industry is engaged in attempting 
to find a formula by which it can chart 
its course. This applies with peculiar 
significance to the shoe and leather indus- 
try. It is one reason why a serious note 
has been purposely injected into the pro- 
gram of the Boston Shoe Fair, to be held in the Hotels 
Statler and Copley-Plaza on July 8, 9 and 10. 

What will be the short-term affect of the death of 
the N.R.A.? 

What will be the long-term affect? 

Will the leather market go any higher than it al- 
ready has? 

What about general business conditions? 

Will there be fewer unemployed in the country? 

Will the public purchasing power be increased im- 
mediately or only gradually as men and women leave 
their government- and state-created jobs and go back 
to the work for which they have been trained? 

These are things which must be taken into considera- 
tion in planning the fall and winter sales campaign 
of any and all stores—chain as well as independents. 
These are things which are going to be discussed at 
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INDUSTRY 







All eyes focused on Shoe 
Fair to find a formula by 
which to chart best course 


for future action 


a round talc luncheoa con- 
ference on th -:cond day of 
the Fair un ‘ec the sponsor- 
ship of the New England 
Council of Shoe Retailers, 
of which Marcus McWeeny 
is president. 

While it is too early, as 
this is written, to give the 
names of the men who have 
been invited to make the 
leading speeches, it is entirely safe to say that they 
will be men of national prominence in the allied in- 
dustries—the type of men to whom it is safe to look 
for leadership. Retailers who have registered will be 
the guests of the association which is sponsoring this 
significant meeting. 

It has been customary in years past to dwell first 
on the importance of this annual Fair as an opportunity 
to compare lines, values and styles and to build the 
whole story around this one feature. But times have 
changed, and while it is a practical certainty that 
there will be close to 400 exhibitors in the two official 
hotels; while it is definitely known that prominent 
stylists from New York and other cities will be in 
Boston and have expressed their willingness to give 
every assistance in their power; while it is the logical 
time to place orders and replenish stocks which have 
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Looks to BOSTON 


Program of Boston Shoe Fair 
July 8-9-10 
Hotels Statler and Copley-Plaza 


Monday, July 8&— 

9 A. M—Official opening of Fair and registration. 

11 A. M—Meeting of directors of National Shoe Travelers’ 
Association. 

Noon—Auto parade leaves Statler Hotel for boat trip to 
Gloucester. 

Afternoon (also in morning if desired) —Golf at the Wollas- 
ton Golf Club. 


Tuesday, July 9— 

9 A. M.—Display rooms open for second day. 

12:30—Round table | conference under sponsorship 
of New England Council of Shoe Retailers with speakers 
of national prominence. (See story on page 105) 

Afternoon and evening — inspection of 
exhibits and buying. Auto trip for 
ladies at 2 P. M. 


Wednesday, July 10— 


9 A. M.—Display rooms opens 

Morning and afternoon to be devoted 
to inspection of exhibits and placing 
of orders. Ticket validation every 
day to 5 P. M. Wednes- 
day, Hotel Statler. 





been depleted; while 

the members of the 

Boston Shoe Travelers’ 

Association will put on 

a bigger and better out- 

ing than has ever been 

had before; while mem- 

bers of the Boston Boot 

and Shoe Club have 

agreed to sponsor 

another of the golf tour- 

naments for which this Fair has become famous; it 
nevertheless is supremely important that the men en- 
gaged in selling shoes to the people of America should 
have as clear as possible a picture of where this indus- 
try is going and how it is going to get there. 

This, then, is the first and biggest job of the Boston 
Shoe Fair of 1935. It is a job which will be well done 
and even if there were nothing else in prospect, it would 
be more than worth the trip to the Massachusetts 
capital. 

Don’t forget the time and place—noon—July 9 
(Tuesday )—Hotel Statler. 

Pie comes at the end of the meal—so at the end of 
this account of what is going to happen in Boston dur- 
ing the Boston Shoe Fair comes the announcement of 
the plans perfected for the entertainment of every mer- 
chant who wants a good time mixed with his business 





SOT ued 











UNUM 





James H. Stone, Secretary 


mis ‘New England Shoe and Leather Association 


—and who doesn’t, when he goes to Boston? 

Two or three years ago the Boston Shoe 
Travelers’ Association rose to such heights of 
affluence that they acquired a club room in the 


Hotel Essex. Gathered there recently, they 

staged a revolution and decided that for once 
they would refuse to take their Boston Fair guests to 
Pemberton. So they have gone ahead without restraint 
and have chartered the big, roomy steamer “Dorothy 
Bradford” which will leave the wharf about one P. M. 
on the first day of the Fair and which will land them 
safely in Gloucester, center of New England’s fishing 
industry, provided the boat gets safely around Cape 
Anne. Qh, sure, lunch on the boat. 

There they will be met by a delegation of Gloucester 
merchants headed by M. Armstrong, accompanied by 
the mayor, members of the board of aldermen and the 
local band of the American Legion. In serried ranks 
everyone then will be marched through the city to Fort 
Pond Park, where there will be the usual program of 
sports, including the annual ball game between sales- 
men and merchants—a battle which, by curious 

[TURN TO PAGE 116, PLEASE] 
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Tournament 
At 


BOSTON FAIR 


James T. Gormley 
General Chairman 


A GOLF tournament will be held in connection with 
the Boston Shoe Fair, under the auspices of the Boston 
Boot and Shoe Club. The date is July 8. The place is 
the Wollaston Golf Club. Players may start any time 
between 9 a. m. and 4 p. m., daylight saving time. 
This tournament will be held primarily for the en- 
tertainment of visiting shoe buyers and retailers, but 
will be open also to all shoe manufacturers, leather 
men, and men of all allied shoe and leather trades. 


Lester E. Packard F. B. Masterson 


Assistant Chairman 


There will be separate divisions and separate prizes 
for these four groups. Handicapping and scoring will 
be in charge of Fred Corcoran, official handicapper of 
the Massachusetts Golf Association. A green’s fee of 
$3 will be charged to all except visiting shoe buyers 
and retailers, who will be the welcome guests of the 
Boston Shoe Fair. 

James T. Gormley, of the Day-Gormley Leather 
Company, has been appointed by President M. P. Gad- 
dis of the Boston Boot and Shoe Club as general chair- 
man of the tournament. Mr. Gormley, in turn, has ap- 


pointed a large committee of shoe and leather men, 
who have already been at work two weeks, planning 
every detail to make this tournament an unusual suc- 
cess. W. A. (Bud) Knight, of the Shoe and Leather 
Reporter, is secretary of the committee, and Eugene L. 
Wyman, of the United States Leather Company, trea- 
surer. Marcus McWeeney, of the Kennedy Company, 
is chairman of the committee on prizes, which is gather- 
ing together a big array of suitable trophies. 

W. C. Connolly, assisted by Lester E. Packard, Wil- 
liam H. Larkin and others familiar with running golf 
tournaments, is attending to all details of reception and 
tournament. 


G. A. Melntyre L. Imig 


Wollaston is a beautiful golf course, fanned by sea 
breezes and famed for its informality. It is easy of 
access and the nearest of any course to the Boston shoe 
district. The committee is planning things so that all 
players will be back in Boston to spend the evening at 
the Shoe Fair. 

With the energetic work the various committees are 
putting in, this should be the biggest and most success- 
ful golf tournament staged by the shoe trade in recent 
years. Local members of the shoe, leather and allied 

[TURN TO PAGE 118, PLEASE] 
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FOUR HEELS 


WITH 


LEDGE GOODYEAR ; 
WINGFOOT — gives rug- ’ 
ged service. Non-skid 


cups. Nails down fiat. 
Swagger campus style — 
popular with younger 
people 
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S A MERCHANT, you know how much a good name really 
helps to make a shoe sale. So, isn’t it reasonable to figure 
that two good names — the one on the heel plus the one on 


the shoe — should mean even more to your customers? 
RIBBED GOODYEAR WING- 


You’ll find no finer name on heels to help your sales today sip 
than Goodyear. It’s not only the “greatest name in rubber” FOOT— neat, sophisticated, 
but now—more than ever—it stands out as the heel-mark of modern, Smart streemtined 
distinction. rib design gives added style 
For each of four new Wingfoot heels — designed differently 

so that you can fit every type and style of shoe — carries the 

Goodyear name as proof of added value —to give you extra 

sales power. 

Why not let the name Goodyear help your sales? More people 

walk on Wingfoots for the same reason that more motorists 

ride on Goodyear tires—they know the name means more for 

their money! 


THE GREATEST NAME IN RUBBER 


WINGFOOT HEELS 4ND SOLES 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KINDO 
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THE point to be emphasized in the REcoRDER research 
into shoe distribution in this issue seems to be that the 
existing channels of distribution in 1939 are equally 
as acceptable to the public of 1933 and that if progress 
is to be made for the industry as a whole, it will not 
come through switching from one channel of distribu- 
tion to another, but in accelerating the sale of shoes all 
along the line. There is no royal road to distribution. 

The shoe store is holding its own and is not being 
supplanted by shops that sell shoes as related merchan- 
dise. In fact, if there is any real significance to these 
master figures it is in the possibility that in some of the 
states where there are no large cities there is oppor- 
tunity for the growth and development of individual 
shoe stores, rendering a service that needs the skill and 
experience of a man who devotes his life to shoes alone 
and that in these minor cities, shoes now sold as a re- 
lated or a secondary commodity in non-shoe stores 
will ere long return to the specialized service that an 
“all-shoe-store” can best give. Shoe service is beginning 
to be appreciated for itself and self-service and counter 
service are fading. 

The figures deserve careful study. They are as near 
perfect as the Department of Census can make them but 
due allowance should be made for a possibility of some 
increase over the general total, in view of the difficulty 
of getting figures from the small stores that do not 
departmentalize their shoe sales. The main point is that 
there has been no significant switch in distribution be- 
tween the years 1929 and the end of 1933 and it is rea- 
sonable to suppose that the same rates continue to date. 

One point that should be mentioned is the fact that 
the total shoe sales in 1929 were $1,265,011,000, while 
in 1933 there were only $731,666,000. This doesn’t 
necessarily mean total business transacted in shoe 
stores, because there are important related commodities 
such as hosiery, bags, findings, etc. It shows what has 
been done may again be done with better times or bet- 
ter service. 

The Department of Census has helped the industry to 





some Light on Distribution 
But More Is Needed 





By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


see itself with a clearer eye as to the number of stores 
and volume of business. It now remains for industry to 
do some research of its own to determine the behavior 
of price levels. There are absolutely no reliable figures 
on the retail grades of shoes, nor any breakdown as to 
Fashion vs. Orthopedic and a hundred other vital sub- 
jects necessary for the progress of individual, as well 
as collective business. 

The shoe industry in England has at least, through 
trade-spirited individuals, set aside some moneys for 
such studies, but over here we continue to grope in 
the dark, venture in production and adventure in re- 
tailing, not knowing whether the public purse has 
reached a saturation point in any one grade or type or 
character of footwear. Blind industry is operating with 
no scientific distribution study or research, and there is 
no question but that a rude awakening is coming to 
some organizations ere long. 

Industry is also deficient in accelerating appreciation 
of types and qualities of shoes because of the lack of 
direction, as determined by statistical study of the trends 
of price behavior and the results of common pro- 
motions. 

So these figures, in this issue, we hope will accelerate 
an interest in walking down the line into research bene- 
ficial to the entire industry. No industry has a greater 
opportunity to know its shoe figures, for it is a unit- 
measurable article and lends itself to the collection of 
statistics. The shoe industry isn’t very large in its total 
dollar volume and its production in less than 1400 
places makes it apparent to any serious student of shoes 
that the job should be done and should be done right 


now. 
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A GLANCE ar FALL... 


Boots and saddles! The call is sounding! 

... Time to get ready . .. for when the bugles 

blow August 19 the shoe industry must be 

ready to dig in its spurs and take part in the great national chase for dollars. 
The prize in profits and prestige goes to the merchant and the rider with the 
proper stock and proper mount. Seven weeks from now the Fall season 
opens. The thrill and acceleration of the first race for the American public’s 
early Fall dollar. The date has been set August 19 and every store in every 
community stands ready to win public approval. The prize in number of Fall 
shoes sold in August gives enthusiasm to the store, the community, the industry 
and the nation. A free field is also a fair field and the reward goes to him 
who finishes first. The bugles of progress are blowing. . . . Get ready. 
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follows the detai 
etailed story of F 
ll buyi : 
a spread of i all buying and f 
of important volume styles for next inally 
season 


By 
RUTH HARRINGTON 


Casual shoes 9° to town. A 
greater Fall interest than ever 
before in casual clothes and 
sturdy, heavy - looking shoes. 
Strong details like saddle stitch- 
ing. New welt treatments. Sub- 
stantial leathers—calf, reverse 
calf, alligator. 








Big Buckles are news on straps 
and tongue shoes—and the bigger 
the smarter. 




















High Cuts the high fashion. Play the 

covered instep for day-time wear in 

your smartest shoes. High-built oxfords, 

belted oxfords, extended tongues, glove- 
fitting models. 





The D’Orsay Line develops fo° 
dress wear 4 graceful, fem- 
‘nine silhouette for both pumps 
and oxfords that fits in with 
formal draped clothes. 





Simplicity Scores —ultra-simple 
shoes dramatize new lasts and 
fine shoemaking. Feature 
models as plain as 4 pipe-stem 
for your best customers. 











( 


Square toes and heels—the newest last 

expression for tailored shoes and in a 

few dress types- Flat heels still repre- 

sented in the highest and the lowest 
price ranges. 





Suede combined with silk 

fabrics, the most novel of Fall 

material combinations, give cock- 

tail and dinner shoes a new lease 
on life. 























SPANIEL TAN—Custom type 
brogues and other shoes with 
distinctive English saddle de- 
tails and solid leather soles 
lend themselves best to this 
lighter russet Autumn leather 
hue adapted for limited use. 


By JOHN REILLY 


THANK your stars and stylists for 

a “natural” this se as on— their 
selection of Town and Field Colors 
for men. Natural leathers, naturally 
tanned and colored, taking their very 
names from the dog world—they are 


: Ay ! q SPANIEL TAN, POINTER BROWN, 

ra on GREYHOUND and RETRIEVER BROWN, 

j and from the workings of Nature —the old 

a AE ho eB stand-bys, VINTAGE and BOURBON. No longer 


SECOND" are grains so uniform that they all look as if they came 
from the same dye. Colors, too, return to Nature, losing that artificial glazed 


” Or ctim Offest 





look that marked grains and smooth 


leathers for so many years. 
With the return to smoother fabrics 


in men’s dress, grains of a less decided 
character are bound to be in evidence. 
While Scotch grains will undoubtedly be 


POINTER BROWN — Darker 
brown with warm undertone. 
Extremely important for town 
shoes in both smooth and 
boarded leathers, as well as 
for newest Fall versions of 
service leather country types. 


All these photographs made ex- 
pressly for BOOT AND SHOE 
RECORDER by GEORGE PELZER 


popular in all grades, finer grains and FO) ) 
Norwegians, smooth and boarded leathers will . 
find increased favor. B 
Russell Hodges’ American 


The importance of the right color cannot be 
minimized and the value of having the correctly detailed 
shoe in the right color is of great importance. While most shoes will be found in 


Bred Pointer " OF 
RIVERKNO 
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HE Fall season will open with brown the 
feature color. In actual orders brown is almost 
up to black, and that’s a lot of progress for 
brown! “I’m selling 40 per cent brown, 40 per 
cent black,” says a volume manufacturer in the 
Middle West. “I have bought 15 per cent less 
black this Fall than last,” says a prominent 
Eastern retailer. And so it goes everywhere. 

Brown rides in with the greater diversity of 
colors in the costume picture, with the impor- 
tance of tailored clothes and tailored shoes for 
early selling. For the next run buy more black, 
all buyers agree, for by that time black Winter 
coats will advance, and also more formal shoes 
will be wanted. But in the opening shoes— 
play brown. 

* * * * * 

For the great majority of brown shoes the 
first choice is a true dark brown. In calf and 
reverse calf, the lighter, brighter Bourbon and 
Swagger shades are also significant. Ginger is 
a smart note in suede. 


* * * * * 


On the question of high colors, the consensus 
is that oxblood will have a short life and a 
merry one while it lasts. Merchants who do a 
large volume have bought red shoes for early 
ballyhoo. The majority are content with one or 
two models to have as a nucleus when and if the 
demand hits them. Green is considered the 
sounder, the smarter, the longer-lived of the two 
colors since green costumes are on the up-and- 
up, and since green shoes can also be worn 
with brown. 

* * * * * 

Navy blue is selling for the early season, espe- 

cially in the South and Coast, as a fill-in propo- 
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sition when blue fill-ins are needed. Blue suede 
first choice in leather. Grey has some slight sup- 
port for the same period, always styled in 
tailored “suit” shoes. In novelty combinations, 
ginger brown or Indies, and oxblood with navy 
are the two high-lights. Restrained green stitch- 
ings on brown shoes are quite generally ac- 
cepted and should be successful. 


* * * * * 


In materials suede is the star performer. 
Buyers who protested they “‘wouldn’t stock suede 
again” have bought it substantially in first-run 
shoes. Given a good break in weather, and pro- 
viding that retailers don’t get panicky, and close 
out suedes before they have a chance to move, 
suede will sell . . . well. For no other leather 
is quite so dramatically a Fall shoe. No leather 
is more flattering to the foot. This particular 
Fall, the costume trend toward smoother sur- 
faces indicates suede as an especially smart 
shoe material. Reverse-calf shares the success 
of suede, styled in informal type. Suede with 
alligator is the newest of combinations, with 
calf, kid and patent trim still prominently in the 


picture. 
* * * * * 


Demi-suedes, in the better shoes, have been 
used chiefly as restrained trimming touches in 
small areas. As an all-over choice, these printed 
leathers have their best play in very moderately 
priced footwear. This is natural enough, since 
there is a demand for decidedly simpler treat- 
ments in upper-end shoes. All grained effects 
are less important this season than the plain 
surface classic leathers (alligator the exception 


to this rule). 
* * * * * 


On the fabric question we can give you no 
clean-cut consensus of opinion beyond the fact 
that orders are heaviest in the South and Coast 
and in medium-price rather than high fashion 
shoes. One large St. Louis manufacturer of 
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Howth an aria ‘thir ons and why 


turn shoes reports 40 per cent of his first sales 
in fabrics. Here in the New York market, most 
buyers are negative. One prominent Fifth Ave- 
nue store has not to date bought a single fabric 
shoe. Our opinion is that fabric has a definite 
place as an early season shoe for the middle- 
price business and as a practical shoe later on, 
after the weather makes suede difficult. Fabric 
is no longer exciting as a novelty, but it has 
proved its durability, its comfort and_ its 
versatility as a semi-dress shoe that can be worn 
with either tailored or more formal clothes. 


* * * * * 


Plain gabardine remains the best fabric. A 
new type of worsted with a softer surface looks 
new, because it fits into the feeling for softer, 
smoother surfaces in coat fabrics. Suede trim- 
ming on fabric offers a way of making the 
fabric shoe typcially of the Fall season. Another 
new development in fabrics is the use of Lastex 
materials, which make possible interesting, 
glove-fitting effects. Lastex in shoes has been 
now perfected to such a point by a few out- 
standing manufacturers that it deserves real 
consideration. 


With tailored and casual clothes as much 
wanted as they are this Fall, calf is a very im- 
portant leather. There is a lot of business to be 
done in tailored shoes by the retailer who pro- 
motes them actively for early wear with suits 
and topcoats. Women will wear this type of 
semi-formal outfit for several weeks before they 
get into their Winter coats, and the calf shoe 
(along with suede combinations and reverse 
calf) is the most logical choice in leathers. 


* * * * * 


In buying kid shoes, the smartest buyers are 
stressing two special advantages of kid. The 
rich surface of the leather lends itself especially 


well to the ultra-simple patterns that dramatize 
new lasts and silhouettes, as, for instance, the 
buckled pump and the D’Orsay pump which is 
shown on page 35. A soft pliable leather, kid, 
adapts itself to draped and dressmaker treat- 
ments, a very new note, in key with the draped 
lines of more formal clothes. We can expect to 
see kid coming in more strongly as more formal 
clothes come on the scene. Kid shoes will, there- 
fore, be especially prominent in second run 
orders. 
* * * * * 

Alligator in tailored shoes is of outstanding 
interest, due very largely, we believe, to the 
active promotion of this reptile in smart tailored 
handbags. In higher grades alligator is being 
bought for all-over shoes of the English type- 
in middle grades it figures as a trim. Patent 
leather is also to be exploited by a few high 
grade retailers as an all-over leather for simple 
leather-heeled shoes, notably the broad strap. 
As a trimming for fabric and suede shoes it will 
be prominent. Patent leather is expected to do 
well very early in the season in August and 
early September in pumps and low ties. Watch 
the development of patent. As one buyer put 
it, “There’s an atmosphere for patent, the air 
is full of cellophane!” 


* * * * * 


For afternoon shoes there is one important 
new note, suede combined with silk fabrics 
(crepe, moire, twill satin, etc.), as shown in 
photographs on page 35. 

Orders for this type of 
shoe are very light now, 
but will step up in the late 
Fall. With this fresh com- 
bination of materials, the 
late afternoon shoe achieves 
a new quality. It becomes 
thoroughly appropriate for 
street, and very saleable. 
| TURN TO PAGE 76, PLEASE | 
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GREYHOUND ... Another distinctive “hunting” . ; 
leather color, chosen expecially for country shoes LOOK for unprecedented sales in reversed calf, or 
is sueded reversed leathers. This color is also Hunting Calf as it is to be called this Fall. It 1s the 
suitable for limited use in heavy sports leathers. ideal leather for active and spectator sports wear and 
will see some limited volume for street wear. Hunting 
Calf, which is the English name for reversed calf, has 
RETRIEVER BROWN ...A re" color introduced had a very interesting development in that great sport- 
first in country type shoes of "hunting" leather. ; f 
; f ing country. The story, as we have it, goes back to 
Admirably adapted to more extensive acceptance “i , : ; : ; 
this Fall in these rugged sueded leathers for both the war when the English Tommies, returning to mutfti, 
brought with them their heavy trench boots which were 
made of reversed leather, then called trench or service 
leather; because of this fact the first reversed or 
brushed up calf came to be known as trench calf. 
It had very much the same wearability and bramble- 


town and country wear. It will also be generally 
used for matching boarded leather in combination. 


J. Gould Remick's Curly-Coated Re- 


triever, Sarona Sam of Marvadel.” 




















proof qualities of the leather which they wore in their 
trench boots, but was, of course, very much easier on 
the foot. Its popularity as a sporting leather increased. 
It was successfully promoted in England as Hunting 
Calf. 


this Summer it was very popular, London cables re- 


Last year its vogue diminished somewhat, but 


porting some of the very best custom boot makers using 
it in their sports shoes for Fall. 

During the Summer we saw considerable use of this 
Greyhound sold particularly 
well this Summer in certain types, notably the cus- 


leather for street wear. 


tomized Brogue with black sole extensions and the 
Blucher with heavy black crepe sole. 

Hunting Calf has been favored for some time by the 
Their good taste will do 
A fashion promo- 


society sporting element. 
much to promote its general wear. 


George S. West's Greyhound, 


ey 
E 4 
d 4 


# "Gamecock Dancing Whirl." 


tion for men staged by a large metropolitan daily, and 
illustrated with photographs of society at the races 
showed an almost unbelievable acceptance of this 
leather in both brown and grey. Greyhound, the new 
name for grey, may be safely promoted for volume, 
particularly in the better grades. It is smart for 
Brogues, Bluchers and Saddle shoes, both plain and 
trimmed with Hunting Calf of a complimentary or con- 
trasting color. One smart development of this idea is 
the old favorite Saddle shoe of Greyhound Hunting 
Calf with heavy black sole and saddle of black Hunting 
Calf with light stitching. If properly promoted in this 
country, a leather of this nature should do much to sell 
that extra pair of shoes. 
In the matter of color, Retriever Brown seems to be 
| TURN TO PAGE 78, PLEASE | 

































































Tuis layout represents a basic line of Fall shoes for 
the average store. It is made up of “middle-of-the- 
road” models—no limited novelties, no feature shoes, 
but sound styles that will sell to Mrs. Typical Custom- 
er. It embodies those style points which now have gen- 
eral acceptance—and only those. The high-lights, the 
extra-pair story, we have treated in the first two pages 
of our Fall portfolio. 

Our selection il!ustrates the composite ideas of many 
merchants whom we have interviewed. We believe you 
will be interested in checking the layout with your 
own Fall plans. And these pages may help to sell your 
sales clerks on your own line, and serve to put over to 
them some of the reasons behind your buying. 


We begin with the broad-strap because this shoe is 
the model that has made the most striking advance. 
For a long, long time strap shoes have been as dead 
as the Dodo. Then came this revival in broad-strap 
models for high-priced shoes. This Fall they should 
be featured in every line, both in leather heels and 
dressier styles from 13/8 heels up to 19/8. The type 
of broad strap shown on the box (i. e., with the strap 
only across the instep) is considered the better fitter 
and the more saleable of the two. 

Next comes the one-eyelet tie, important not only in 
trimmed styles like this one, but in plain models as 
well. Buyers feel that this shoe will have its best plav 











STYLES 
To Play Across the Board 


in the early season, particularly in fabrics, 
although it belongs in a complete stock 
right through the Winter. The model 
shown is suede with printed suede and 
patent. This is the most desirable use of 
printed suede leather—developed in trim- 
ming touches. 

The group of tip and fox spectator mod- 
els shows the classic, leather-heeled oxford 
in suede with calf, and a companion pump 
in suede with the alligator trimming that 
is so strong for tailored combinations. 
Both are also being bought in all-calf. 
Both are centered on 16/8 heel—a little 
lower heel than last Fall—and therein lies 
their news. The shoe on the box represents 
a compromise between the pump and ox- 
ford—the low-placed strap, with novelty 
tip and fox detail. 

Next comes an example of the monk 
type with the moccasin line and tongue. 
This is without question the most popular 
silhouette for tailored wear in every grade 
of shoe. Monk styles with covered heels 
for dress wear are also in the picture. 

The largest proportion of every retail- 
er’s budget is spent for the following type 
—the 4 and 5-eyelet oxford with covered 

[TURN TO PAGE 78, PLEASE] 
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VINTAGE BROWN, new ver- — ; 
sion of the brownish Cordovan A Se ection of Types in 
; : - Various Price Grades which 
type now looming up as an im- i will be generally worn the 
portant contender for volume country over this Fall. 
acceptance in both town and 
country shoes for Autumn. 








BOURBON, this volume color 
Black Leathers Maintain 


enjoys continued acceptance 

because of its versatility for their Importance for 

heavy brogued leather soled ; 

types or conservative town Fall and Winter Wear 
shoes, in various leathers 
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T HE Fall suitings and coatings for men, because of their 
color, surfaces and general adaptability to brown, offer 
the greatest stimulus that this important color has seen 
in several years. This information, taken together with 


the ever increasing vogue for the mixed ensemble, seems 
to have governed the styling that has gone into most of 
the men’s shoes for Fall. Smooth and boarded leathers, 
lighter grains, some Scotch grain, and a great deal of 
reversed calf, or hunting calf as it is to be called, seem 
to be the leathers for volume acceptance. Particular 
favor is being’ shown the light grains, Norwegian and 
veal leathers. 

Into these two decidedly staple groups, vintage brown 
and bourbon, will fall the bulk of your brown shoe 


business. This year vintage brown is a more natural 
brown in grains and boarded leathers. It is not as 
highly polished, as browns have been in the past. 
Unusual detailing in shoes made from this colored 


leather include larger perforations on brogues, antique 
brass buckles on monk types, brass eyelets, and as in 
the custom grades, a greater use of wide silk laces. 

Bourbon, a splendid color for hunting calf, in com- 
bination with boarded calf, is versatile enough to include 
all types from the heavier brogue to the extreme custom 
types for town wear. 

The shoes are photographed on a Tartan plaid scarf 


from Fortnum and Mason. 
[TURN TO PACE 74, PLEASE] 
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Shoes photographed below (left to 
right): The favorite moccasin line is 
simulated in this oxford by heavy 
contrasting stitching, a popular de- 


tail in tailored shoes for all ages. 
(2) Ghillies have graduated to 
lighter, semi-dress types for misses 
and growing girls. (3) Kiltie tongues 
are narrowed down to fit better and 
flop less. This type is still the most 
important sports and tailored model. 
(4) With its detachable tongue in 
place, this clever shoe is a Peasant 
type: when the tongue is removed 
it becomes a simple broad strap. 
(5) The important broad strap is 
shown again here with calf tip and 
fox trimming to make the suede shoe 
practical for the growing girl. 
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Boys’ shoes for Fall reflect the season's trends 
in smart men's footwear. Materials include 
Scotch grain and the lighter grains, such as 
Norwegian, as well as smooth leathers, with the 
new brown shades occupying a very prominent 
place in the scheme of colors. Wing tips and 
straight tips, with pinking and perforations, 
add a decorative note to the narrower toe 
types, while sharkskin is used extensively to 
impart extra serviceability, under the stress 
and strain which boys’ shoes must endure. 











Two favorites in teen age dress shoes—A 

graceful gore pump and a one-eyelet tie with 

stitched collar. Note the new ribbed leather 
used for the tongue and bow. 





THE first important date for Fall, on the calendar of mil- 
lions of American boys and girls, will be—SCHOOL. It 
isn’t exactly a red letter date from the youngster’s point of 
view. Nevertheless, it’s an exceedingly important one and 
it calls for numerous and sundry items of brand new ap- 
parel, first and foremost of which come—SHOES. For 
how can any boy or girl be expected to step into a new 
school year and make the right kind of a start without new 
shoes? 

This idea that every youngster should have new shoes 
for school isn’t based purely on tradition or sentiment, by 
any means. It’s a well known fact that the average young- 
ster’s foot alters perceptibly in vacation time, particularly 
if sneakers or canvas shoes or any of the various easy-fit- 
ting types of sport shoes are worn. The Summer is likely 
to be a period of rapid growth, so that a shoe that fitted 
perfectly when school closed in June may be totally un- 
suited to the needs of the child by the time September rolls 
around. 

There is quite a pronounced trend on the part of school 
authorities to recognize this fact, and also to consider the 
importance of the part that foot health and right shoes play 
in the life of the growing child—especially its school life. 
Physical examinations are now required in many places 
as a condition of entrance to public schools, and these ex- 
aminations usually give careful consideration to the condi- 
tion of the feet. In New York City the school authorities 
issue a list of suggestions to parents at school opening time, 
and it includes advice as to the importance of making sure 
that the child has proper shoes. 

Fitting and style are both important factors in the selec- 
tion of school shoes, for the younger boys and girls of today 
are as discriminating in their ideas of the sort of shoes 
they should have as their brothers in college or their 

[TURN TO PAGE 76, PLEASE] 


These elk boots for the very young 

are followed by a calf oxford with a 

strapped over-tongue, the patent one- 

strap with a new touch in its steel 

bead bow, and the girl's patent pump 

that reflects the grownup fashion for 
tonques. 

















“Town 


THE leather colors for Fall 
have come right out of 
Nature, from the soft back 
of a Spaniel or Retriever or 
the smooth shoulders of 
Greyhound and Pointer. No 
longer will advertising and 
display men, in search of 
promotion ideas, be forced to ponder and worry over 
a keynote. Colors are no longer just Brown No. 812. 
Now they have taken on the character of the sporting 
and working dogs for which they are named. Anyone 
who knows dogs, knows that for a real sporting brown 
he need look no further than the ragged coat of a 
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and Field’ Colors: 


Spaniel, and where can you find a truer brown than 
that which marks the smooth coat of a well-bred Pointer? 
Where is there the depth of color in a brown that 
you find in the curly coat of a Retriever fresh from 
a frosty marsh, or the glint that you find in a Grey- 
hound as he flashes from a stall-gate after a rabbit that 
he will never catch? . . . Vintage and Bourbon for con- 
viviality to round out the sporting picture. These are 
Colors for Men. 

Concurrent with the Madison Show of the Morris 
and Essex Kennel Club, the A. K. C. announces that it 
had registered its millionth dog. Attendance at various 
dog shows and field trials has never been so great nor 


so enthusiastic. All of which indicates that the Ameri- 
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To SPUR the Sportsman's Imagination 


can public is becoming more and more interested in 
dog flesh. 

The naming of the men’s colors for Fall looks like 
a “natural” and seems to promise the most exciting of 
Fall promotions in many a year. Here is a theme to 
relieve the monotony of window displays, retail ads 
and direct-mail effort, a chance to put in the window 
something that you can enjoy—to write or design an 
announcement that will apppeal to every adult man. 

The colors for Fall are SPANIEL TAN, RETRIEVER 
BROWN, POINTER BROWN, GREYHOUND, VINT- 
AGE BROWN and BOURBON. A whole promotion 
may be keyed around one dog—or a window, an ad 
or a display devoted to the whole group. Tie up with 
fabrics such as Pointer Brown with gun-club checks, 
Spaniel Tan with smoky Harris tweeds, Greyhounds for 
country wear with Fall-weight flannels or Retriever 
Brown for the casual ensemble. The display which we 
have worked out in detail is the Pointer Brown in its 
relation to gun-club checks. . 

In the background: Two side panels of conventional 
construction have a solid design of brush, cat-tails and 
flying ducks. The sky is light coffee-color, the flying 
ducks are a middle tone of brown, the silhouettes of 
brush and cat-tails at the bottom are a deep brown. 
The panel of fabrics in the center may be grey or 
brown. The lettering is white with brown relief. 

In the foreground: A photo enlargement of a Pointer 
standing on a platform of rough planking. At either 
side are decoy ducks. On the platform and immediately 
in front of it, the shoes are to be placed. 

This suggested window may be changed to accom- 
modate settings for the various types of dogs. 

An atmosphere of a dog show or a field trial day 


Town and Field Colors Give a New Op- 
portunity for More Window Display, 
Newspaper and Direct Mail Publicity, 
Especially Appropriate to the Fall Season 


can be built up in the specific advertising of the different 
colors. We offer a suggested layout and copy featuring 
all the colors and focusing interest again on Pointer 


Brown. 
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POINTER BROWN 


rt mi y) 


Based on the New Fall Shoe Colors for Men 
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The 
Younger Generation 


Reginald Townsend Ellis 


Mr. ELLIS, advertising and sales promotion manager of 
the du Pont Viscoloid Co., Inc., New York, a subsidiary of 
the E. I. du Pont de Nemours & Co., Inc., Wilmington, Del., 
has been in the employ of this company now a little over five 
years. 

Before entering college, he spent four years working part- 
time in the advertising department of the Worcester Telegram- 
Gazette, and also covering news assignments for the editorial 
department. 

In June, 1929, he graduated from Norwich University, and 
on July 22 of the same year he entered the du Pont Company, 
taking the course in the mechanics and technique of adver- 
tising. His training was thorough and complete, and within 
a few months he was given the position of assistant advertising 
manager of the Fabrics & Finishes Division, handling the ad- 
vertising of Duco, and other industrial finishes. Shortly after 


this, he was transferred to the du Pont Viscoloid Company, . 


where he has been handling advertising and sales promotion 
problems for the past four years. 

Beginning March 15, 1935, Mr. Ellis took on added duties 
with his company, consisting of sales research work in specific 
industries. 

Mr. Ellis has handled the advertising and promotional work 
of “Pyraheel” since its inception four years ago. 





VA 
VA 


V4 
4 THE 
"MAKINGS" 


THE temperamental star on stage or 
screen, what a “pain in the neck” she 
is to her manager and producer, and 
what a Gift of the Gods to the box 
office. 

“I want publicity—plenty of it— 
DO YOU HEAR ME? I haven’t seen 
my picture or my name in the news 
for almost two days now,” I heard 
one “star” scream recently. 

“How does she get that way?” I 
asked. 

“Brother, THAT is how she did get 
that way. If we hadn’t dressed her 
up and photographed her in a thou- 
sand positions, she would still be in 
the chorus and we would be out a 
star. We told her she was good and 
now she wants ‘the public to know 

The “build up” they call it in the 
fight game. 

Where would any one of a dozen 
“glorified stars” or “colorful boxers” 
be if it were not for the publicity given 
them? Just another “run of the mill.” 

Ever think of applying the “build 
up” your merchandise? The public 
likes the idea. 

Ever hear your buyer rave about 
some novelty or last or pattern he 
has just picked up? “It’s got every- 
thing,” he tells you. That’s the pro- 
ducer talking and he’s telling it to you 
—and you are his publicity depart- 
ment, 

He’s giving you a hint that THAT 
is the baby he wants put across. 

What do you intend to do about it? 
Promptly forget it, or start the ball 
a-rolling? 

If some of the merchandise in your 
shop which was bought with so much 

[TURN TO PAGE 118, PLEASE] 
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@ Everything that fashion-wise women look for in a shoe 
—authentic styling, consistently high quality, comfort- 
able fit and feel, notable value, dependability — you'll 
find in this superlative line. That’s why Rice-O’Neill 
dealers report a steady up-building of sales and profits. 


Rice-O’Neill Shoe Company + Manufacturers + Saint Louis 
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A view of the women's shoe salon of the 

Nebraska Clothing Company, Omaha, Neb., 

showing the round display case and the 

modernistic furnishings. This shop has been 

designed to give feminine surroundings to 
feminine customers. 


A SHOP catering to feminine cus- 
tomers must have feminine surround- 
ings. Such is the opinion of M. W. 
Stephens, manager of the shoe salon 
of the Nebraska Clothing Company, 
Omaha, Neb. 

Following this idea, Mr. Stephens 
has recently moved his women’s shoes 
into a separate department, set aside 
from the men’s and children’s shoes. 
He has decorated the room in femi- 
nine colors and placed soft, graceful 
display cases along the walls to attract 
the attention of the women customers. 
Lights are soft but efficient. 

As a result of all this he declares 
that his sales are steadily increasing 
and that praise is heard on every side 
for the feminine artistry shown in the 
salon. 

“You can’t sell women’s shoes in 
the surroundings in which you sell 
men,” says Mr. Stephens. “A mascu- 
line atmosphere kills the woman’s en- 
thusiasm from the start and she views 
the shoes more critically. Placed here 
in a softly lighted room with soft, 
feminine colors in the decoration, the 
shoes appear more beautiful to her. 





“In our old shop we had just as 
good shoes. In fact, we had the same 
shoes, but they didn’t sell as well be- 
cause the women did not feel at home. 
The surroundings were too stiff and 
dull. Now that we have our soft- 
toned salon our sales are going up 
steadily.” 

For his feminine store Mr. Stephens 
chose a color scheme combining a pale 
flesh tint and a light taupe. The walls 
are of the flesh tint with relief decor- 
ations in silver and cream. The fur- 
niture is of taupe, with brown wood 
arms and legs. The chairs are mod- 
ernistic but not severe, having leather 
upholstered backs and seats. Ash 
trays are set at convenient points. 

At the entrance of the shop there 
is a modernistic display case at each 
side with indirect lighting throwing a 
soft, delicate light on the three shelves 
on which can be displayed shoes, hose, 
handbags or other companion articles 
of the shoe department. The lines of 
these side cases are soft and curving 
and restful. 

The feature of the store, however, 
is the large round display case at the 
rear of the store. It is set in a mod- 
ernistic panel which reaches to the 
ceiling. In this circle are placed four 
shelves on which the latest type of 
shoes can be artistically arranged. 

While this salon is separate from 
the other shoes, it is connected with 
the men’s and children’s departments 
by a large archway which makes it 
convenient for a woman to purchase 
children’s or men’s shoes in the same 
store as her own. 

All stock in the women’s salon is 
hidden and the customer is given the 
feeling that she is seated in a large, 
luxurious lounge. 

This is a year in which many mer- 
chants are planning to modernize 
their stores. Before a plan of this 
kind is finally adopted, it would be 
well to make certain that, when the 
job is finished, it will contribute some- 
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delicately colored surroundings. 









Cultivating Feminine Atmosphere 





Women want to be shown shoes in softly lighted, 












One of the modernistic display cases at the 
entrance to the new shoe salon at the Nebraska 
Clothing Company, Omaha. 


thing of value, not only to the general 
appearance and attractiveness of the 
store, but to its merchandising, promo- 
tional and sales possibilities as well. 

Shoe stores should be planned, not 
simply to present an attractive appear- 
ance to the customer, but to provide 
the sort of environment in which he or 
she will like to look at merchandise, 
make selections and be fitted. Experi- 
ence has shown that men dislike the 
atmosphere of a women’s shop and 
vice versa. If you are planning to 
spend money on improvements, make 
sure that the result will justify the 
investment by bringing people into 
your store and making it easier for 
your salespeople to sell them. 

Above all, make sure that any plan 
of store improvement which you adopt 
provides ample facilities for the ef- 
fective display of shoes, both in win- 
dows and inside the store. 
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No. 734—Choc. W.P. 16 in. 
Welt. Pac toe, leather lined 
vamp, full grain gusset, foxed 
quarter, butted top, leather 
laces, steel stud hooks, grain 
leather insoles, reinforced wing 
backstay, steel arch support, 
extra heavy single oak sole, 
whole leather heel. Last 36, 
in stock E width, sizes 6-11. 


No. 3509—Choc. Badger 16 in. 
Nailed. Full grain gusset, re- 
inforced wing backstay, nickel 
hooks, grain insole, medium 
double oak sole, rubber heel. 
Last 42, in stock EE width, 
sizes 6-11. 
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IF YOU MEET THE DEMAND WITH THESE “ORIGINAL 
CHIPPEWA” QUALITY HI-CUTS OF PROVEN VALUE MADE 
OVER LASTS, AND PATTERNS THAT REALLY FIT. 


We have a complete line of them—Welts and Nailed, Waterproofs, 
Retans, Elks to cover the entire field. The right kind of a boot for 
Men, Women and Boys — whether it be for Hunting, Fishing, 
Camping, Hiking, Dress or for the Industrial worker. Our catalog 
will give you new ideas. Write for it or ask for our sales repre- 
sentative to see you with samples. 


No. 214D—Choc. W.P. 16 in. 
Welt. Plain toe, leather lined 
vamp, full grain gusset, out- 
side counter pocket, leather 
laces, extension heel seat, steel 
stud hooks, reinforced wing 
backstay, steel arch support, 
grain insole, outside top band, 
full double oak sole, whole 
leather heel. Last 9, in stock 
E width, sizes 6-11. 


No. 3509 


CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS le OO, 
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FIRM STATISTICAL 


In what direction are shoe prices headed? 

This question, uppermost as it was in the minds of 
all prior to June, during the early part of that month 
had injected into it another factor by the Supreme 
Court’s NRA ruling with all its implications of an 
immediate resumption of chiselling and trick discounts. 
While this fear has been largely dispelled, the answer 
is not easy to arrive at, because, in order to get it, 
there must be taken into consideration not only the 
so-called statistical position of leather but the ability 
of the public to pay the price. 

When all possibilities in both these categories are 
canvassed, and due allowance is made for the possible 
effects of the now unlikely immediate “de-coding” of 
industry, it seems safe to say that the general price 
trend of many leathers is definitely upward. 

The feeling among men who have spent most of their 
lives in the shoe and leather industry is that there 
will be other advances in shoe prices in the wake of 
those already announced; that increases, if and when 
they come, will be most readily absorbed in the me- 
dium and higher-grade shoes for men; and less easily 
in the lower grades. As one man put it recently: 

“The average merchant will probably pay an 
increase for the next lot of shoes he buys. He 
certainly won’t pay any less. 

Now for what is known as the statistical position of 
leather on which these leather and shoe statisticians 
who have been canvassed base their predictions. 

First, we will deal with the so-called heavy leathers 
—from which come side leather and soles—then with 
calfskin. 

In the case of the former, statistics compiled by 
Colonel H. S. Wonson, president of the New England 
Shoe and Leather Association, show: 

One—That last Summer’s drought, which forced 
the slaughter of many thousands of cattle, has re- 
duced not only the immediate cattle supply, but 
also the potential supply of calves which normally 
would have been born since that time and which 
would later have grown up into steers. 

Two—That there has been a decrease in this 
year’s kill of about 15 per cent, which decrease 





Measuring Stick of 


Plain Black Russia Calf Oxford (Medium Grade) 


UPPER STOCK 

CLOTH LININGS & DOUBLERS 
LEATHER LININGS AND TRIMMINGS 
EYELETS 

BOTTOM STOCK 

LABOR 

CARTONS, CASES, Etc. . 
ROYALTIES 

FINDINGS, LACES, Etc... 
LASTS, DIES AND PATTERNS 
FACTORY EXPENSE 


TOTAL FACTORY COSTS .__... 

SELLING AND ADMINISTRATIVE COSTS IN- 
CLUDING SALESMEN'S COMMISSIONS, 
ADVERTISING, RESERVES for BAD DEBTS, Etc. 


TOTAL COST . 


is only partially offset by imports. These imports, 
he points out, carry a heavy duty and American 
tanners who wish to buy them find themselves 
in active competition with European buyers, no- 
tably those of France and Germany. 
Three—That on the basis of today’s shoe pro- 
duction, there is an actual shortage of leather 
suitable for men’s soles; that there is less danger 
of a shortage in women’s weights; that both 
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7) PPO? PDH SVTST 


aos 


RNR 


POSITION OF LEATHER 


Trend of Prices 


June Ist 
1935. 

$ .8844 
.0629 
1542 
0061 
.7160 
-9803 
.0680 
.0950 
-1952 
.0600 
.3600 


May Ist 
1932. 
$ .8030 
0490 
1543 
0064 
.7034 
.9350 
.0640 
0950 
1924 
.0600 
.3560 


May Ist 
1933. 
$ .5960 
.0408 
1187 
.0061 
5890 
.7764 
.0600 
.0950 
.1768 
.0600 
.3550 


May Ist 
1934. 
$ .8550 
.0686 
1810 
.0070 
.7360 
8661 
.0680 
.0950 
1967 
.0600 
.3450 





$3.4185 $2.8738 $3.4784 $3.5821 


1429 7291 -6804 719 





$4.1614 $3.6029 $4.1588 $4.2940 


weights have been active and strong, however, and 
manufacturers who entered the market fairly 
early this season paid a considerably higher price 
than they did six months before that. 

Owen C. Howe, of Sands and Leckie, hide brokers, 
points out furthermore-that there has been a sub- 
normal kill and a sub-normal carry-over; and that 
hides held by speculators and drought hides held by the 
Government cannot be considered as being available. 


Challenged Only by Ability of Public to 
Pay the Price 


There is one other point to take into consideration in 
appraising the heavy leather marketyand that is the 
condition of the drought hides—their availability for 
leather. On this subject reams have been written. In 
brief, however, it is the consensus of opinion that while 
these hides, when processed may be, and probably will 
be, almost worthless for sole leather, a high percentage 
can be made into side leather. The testimony of manu- 
facturers on this point varies widely—some having had 
very poor success with the processed hides and some 
having had very good success. Let’s give it the benefit 
of the doubt and assume that from 80 to 90 per cent 
of drought hides of upper leather weight can be used 
in making men’s work shoes and dress shoes of the 
type which call for that leather. 

The price trend in side leather is important to 
keep in mind in considering the possibilities of 
a further extension of the price increase in the 
field of calf leather, because side leather is the 
omnipresent competitor of calf and has in the 
past exercised a wholesome restraint on what 
might otherwise have proved a runaway market. 

As this is written, in the middle of June, after the 
partial subsidence of the wave of hysteria evoked by 
the Supreme Court’s decision, there have been reported 
sales of rawskins at higher prices than those prevail- 
ing before the decision was handed down. Calfskin 
quotations have advanced in conformance and though 
the market is quiet, there is every indication of activity 
during July when many manufacturers who did not 
cover far in advance during the Spring will again be 
forced to buy. 

With calf, as with side leather, there is the same 
familiar picture of a sub-normal kill and a sub-normal 
carry-over from last year. But there is another factor 
not always stressed in trade discussions of this upper 
stock. In years gone past it has been customary to 
import into this country a sizeable amount of calfskin 

[TURN TO PAGE 118, PLEASE] 




















RELIABLE --- DEPENDABLE 
ECONOMICAL 













All retailers have confidence in footwear made 
of these Northwestern Leathers—because ex- 
perience and time have proved their reliability 


and economy. 


There are Northwestern Leathers for all types 
of juvenile shoes—sports, street, nurses’ and 


heavy duty footwear. 


To be safe—specify Northwestern on your 


orders for Fall and Winter footwear in the 


popular grades. 


DEERSKIN 
ELKO 
RUSSIDE 
SOOTAN 
SHAMI-BUCK 
BROGUE 
KITCHENER 


sPORT mee R HEAVY DUTY 


NORTHWESTERN 


LEATHER COMPANY TRUST 
BOSTON 
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Alert Buyers 


recognize the superiority and 


The distinct advantages of 
STA-TITE 


Hee STACTYTS neers 


f ; with its unique wire mesh 







construction, te fully pre- They find the clean cut appearance of these outstanding heels 
tected by U. S. Patent are matched by their exceptional performance — that Sta- 
No. 1,996,988. Tites help many a sale, and through their longer wear and T 


greater resiliency make satisfied customers. 


Sta-Tite heels on a sample line mark an alert manufacturer— 
one awake to the sales building power of this different and 
superior heel. 


PANCO | 4 _ / [ "4 HEELS 


PANTHER PANCO CO. 
CHELSEA, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 














REG. U. 8. PAT. OFF. 


The New Treadeasy Line for Fall has 


been designed specially to fulfill the 


American woman's desire for shoes 
of style and comfort. 


The attractiveness of these new 
Treadeasy Shoes is only matched by 
their thoroughly complete comfort 
and fitting qualities. 


On Display Room™419, Hotel Statler 
Boston Shoe Fair July 8, 9, 10 


TO RETAIL AT 


$6,50 


AND UP 


NEW YORK CITY SALES OFFICE . . ; MARBRIDGE BUILDING 








Every retailer of 
PATENT LEATHER SHOES 


knows the rarity and the value of 
PATENT LEATHER DEPENDABILITY 


The consistently reliable performance of 
: eee es ok ean 
» Shoe has won the endorsement and confi- 
" dence of thousands of careful buyers. To 
be safe—specify Colonial Patent on your 
Fall orders—either Céléhial Black Patent 


© COLONIAL TANNING COMPAN 


en Os ee Oe © | 
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OPERATION 
OF SIX SUCCESSFUL SHOE STORES 


From a Compilation of Many Stores Spread All Over 


the Country, These Figures Show Experiences at 


(1) 
LARGEST VOLUME 


WLR Rae 40%, 
Gupenee ............... 27,337 34%, 
Net Profit ............. 4,463 6%, 
ee eee 20,039 
Eee are 12,970 


A GOOD operating statement. Even though volume 
was twice the average for the group, the net profit was 
moderate—lower than the average percentage for the 
group. 

Turnover was less than average and markup over 
the average. 


(3) 
BIGGEST MARKUP 


ES ee ere 20,878 
Rea perenne 11,774 
RE re 9,114 44%, 
SN eas i stern sca 7,873 38%, 
Net Profit ............. 1,241 6%, 
Ee ene 6,421 
Turnover .......... an 1.8 


In THIS STORE the markup figured 44 per cent of 
sales. Almost double the cost price. Made money on 
a 38 per cent expense account. Not a large net, but 
the next $10,000 volume at the same rate should make 
some “wonder figures” for the year. 


(5) 
FASTEST TURNOVER 


Boy eed et a ee 33,036 
0 res sen ee 21,149 
EE eer ree 11,887 36% 
Ny sas sche 8,938 27%, 
Net Profit ............ 2,949 9%, 
eee 5,455 
Turnover ............. 3.9 


One store comes close to a four time turnover. 
There’s a nice balance to those figures all the way 
through. 

They come close to being the “typical store.” That 
four time turnover means fresh stock every three 
months. 


Retail at a Glance. 





(2) 
SMALLEST VOLUME 


NN 44s San eee uses 2,317 31% 
Net Profit ............. 46l 
Stock ............ ... 3,387 
Turnover ............... 1.6 


T HINK of it! Only $7559 sales and yet made money 
—not much—but black instead of “in the red.” 

Maybe another department store in a small town. 
However, it’s a snug set of figures, and shows it “can 
be done” in small volumes. 


(4) 

LOWEST EXPENSE 
ete pees 20,039 
COE. eee 12,970 
Gross en 35%, 
Expense ......_........ 3,770 19%, 
Net Profit .......... ... 3,299 16 
GitgM 8 os ee ee 5,690 
Turnover ............... 2.3 


A STORE doing $20,000 and an expense of a little 
more than $300 a month. That’s economy. Small 
town—maybe a department in a mixed store. 

Looks like a “wartime” statement with its gross 
profit about equally split between expense and net 
profit. 


(6) 
LARGEST NET PROFIT 


Ne Sy ince eva eee 42,997 
cree .. Dy. 27,548 
Ss 5 44s nae ees 15,449 36% 
Expense .......... .. 9818 23% 
Net Profit ............ 5,631 13% 
Stock ........... .... 8,154 
Turnover ............. 3.3 


ANOTHER real statement. Made more money than 
the $79,000 store. Profit was 13 per cent of sales and 
96 per cent on investment. Last figure a bit mislead- 
ing, for store was a bit undercapitalized. Won’t be 
after another year’s operation like this. 








































































































































3 WHEN you check stocks 
today do it with your 
coming Clearance Sale in 
mind. If your Clearance is to 
be held in July you will want 
to select lines to be cleared. 
If you are to have an August 
sale, note the items to be 
pushed in July to avoid sale 
markdowns next month. If the 
retailers of your town have 
agreed to delay sales until 
July 15, or later, postpone your 
sale until then. 












































11 ARE you planning on 

a trip to market? It is 
worth while even though you 
do not feel that your actual 
purchases justify it. It is good 
to get away, and meet others 
with different ideas about the 
retailing of shoes. If you 
come back with just one good 
idea the trip will be justified. 


4 INDEPENDENCE DAY. 
Last holiday of the Sum- 
mer season. Enjoy it, because 
before Labor Day you're up 
against the task of clearing 
out all remaining Summer lines 
and selecting the right lines to 
bring you a profitable Fall 
business. Remember the Bos- 
ton Fair, July 8, 9 and 10. 


8 OF course you will con- 

tinue your sale windows 
this week, but if Saturday was 
a big selling day you no doubt 
closed out some short lines so 
that some adjustment of your 
displays today is necessary. 
lf any numbers did not sell 
Saturday give them extra space 
today. 


12 IF the Clearance is 
still in progress then 
you'll want another sale ad to- 
night, and if it is to bring in 
a Saturday crowd it will have 
to have even more "wallop" 
than your ad of a week ago. 
Have you any new little odd 
lots to add, or any one-day 
specials for Saturday? 
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THE RETAIL 





1 WHEN you change 

the windows today put 
in the smartest sports footwear 
displays you can devise, with 
display cards suggesting "New 
Footwear For The Fourth." 
Don't cut prices. There will 
be plenty of time for that 
later on. Give hosiery a good 
showing too. 


5 WHAT are you going 

to advertise tonight for 
Saturday selling? The open- 
ing of your July Clearance? 
Then make it a bold, attention- 
getting ad. Many shoe stores 
have joined the movement to 
postpone shoe sales until July 
15. Don't include white shoes 
if you hold a July sale. They're 
seasonable merchandise all this 
month. 


WITH a sale in prog- 

ress a mailing card re- 
minder to your customer list 
will help keep things moving. 
Don't try to list all your sale 
specials. Name one or two 
of the most interesting ones 
and play up the fact that you 
have many more that you have 
no room to mention. 


13 CLEARANCE Sales 

are necessary evils in 
most stores, but there's not 
much profit in them. But sup- 
pose you sold one out of every 
five clearance customers a bot- 
tle of shoe cleaner, or a brush, 
or a pair of laces at the regu- 
lar price! Have you been ask- 
ing them to buy these items? 





A Working Schedule 
To Produce More Protit 





YOU are now starting 

on the second half of 
1935. This is a good time 
seriously to consider your mer- 
chandise policy. Are you fea- 
turing the kind of footwear 
and the prices which the most 
people in your trading terri- 
tory want? Have you too many 
lines? 





6 IF your July Clearance 
starts today be sure 
your windows shout "SALE!" 
just as vigorously as did your 
ad last night. The good sale 
window should be stocky but 
not junky. There should be 
plenty of display cards saying 
"SALE!" and every pair of 
shoes should have a price 
ticket. 





10 THE day for the 
weekly stock check. 
Make sure there are no little 
odd lots that ought to be out 
at sale prices that have been 
overlooked. And make sure 
too that you have ample stock 
on all staples so that when 
the sale flurry is over you will 
be able to supply all regular 
demands. 
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Calendar 


for Busy Merchants 
through Planned Promotion 


1 THE sale is over by 

this time, no doubt, so 
this week's windows should be 
smart style trims in contrast 
to the stocky sale trims of last 
week. Keep up your style 
promotion of white shoes all 
this month. There's very little 
new to show of course, but a 
good vacation wi:dow will be 
timely, and will get business 
if you make it interesting 
enough. 


19 IF you're going to 

have a one-day Final 
Clean-Up get up a striking 
ad for tonight. And make it 
convincing! Explain that a 
Clearance always leaves a lot 
of little odd lots and that you 
want to clear ‘em all out in 
one day and have named 
prices that will make it worth 
while to come. 


93 HOW about sending 
a letter to all the high 
school and college football 
coaches in your vicinity, solic- 
iting their business for Fall? 
You might explain that you're 
planning to go to market soon, 
and will be glad to execute 
any special orders for sport 
footwear they may have. 


97 ONE thing is impor- 
tant on these hot Sum- 
mer Saturdays when business 
is none too brisk, and that is 
that your windows be just as 
interesting as you can possibly 
make them. A few good spe- 
cials, if you have them, or 
pictures of local events of in- 
terest. Something that will 
make people STOP! 


16 WHEN you go to 
market why not send 
a letter back home to your 
customers on hotel stationery 
telling about what's new in 
footwear. It's good publicity 
even though it does not bring 
any direct sales. Most any 
large city hotel is glad to sup- 
ply the stationery for the ad- 
vertising. 


90 FOR your Clean-Up 
Sale windows for to- 
day make big display cards 
for each of your price lots. In 
front of these, group repre- 
sentative numbers from that 
lot, with little cards on each 
pair reading "Were $5—Now 
$2.49." A display of this kind 
is easy to change at intervals 
during the day. 


94 THE new Fall hosiery 
colors have been an- 
nounced. Have you checked 
them against your present 
stock to determine what colors 
should be closed out? If you 
have the Fall color card you 
can do this today when you 
make your weekly check of 
stocks. If not it should be 
done very soon. 


99 IF you have anything 

new get it in the win- 
dows at once these days and 
be sure and label it NEW! 
With the Summer season well 
along interest is now directed 
toward new things for the com- 
ing season, and even though 
the new styles are not much 
different they will get more 
attention. 


17 THE day for the week- 

ly stock check. Are you 
out of any wanted sizes or 
colors in hosiery? Have you a 
lot of odds and ends left from 
your Clearance? Then why not 
group them in several price 
lots and plan to have a one- 
day Final Clean-up next Satur- 
day. Be sure to name REAL 
prices! 


95 ARE you going to 

market with some very 
definite ideas of what you 
want, what price lines you 
want to see, etc.? Or are you 
just going "to look’? Even 
though you do not buy all you 
have planned you will find 
you can do a more intelligent 
job of it if you start with some 
definite ideas. 


30 IF you have a highly 
personalized trade, a 
letter to your customers say- 
ing that you are about to go 
to market and will be glad to 
execute any special buying 
commissions will be good pub- 
licity. You will get little re- 
sponse, but it will make your 
customer THINK about you 
and your store. 


18 DO you contemplate 

any alterations, re-ar- 
ranging or decorating of the 
store interior? If so this should 
be gotten under way very soon 
now so that everything can be 
complete before Fall business 
begins. It's surprising how 
"different" a few inexpensive 
touches can make a store look. 


99 OF course you re- 
moved your Clean-Up 
Sale windows Saturday night 
and put in style displays for 
the benefit of Sunday window 
shoppers. During this “be- 
tween-seasons' period is a 
qood time to give children's 
shoes some window attention. 
Have you any other neglected 
lines? 


96 WHAT can you ad- 
vertise for Saturday? 
White shoes, of course. Ho- 
siery perhaps, if you have a 
good leader value. Or chil- 
dren's shoes. Use nominal 
space unless you have some- 
thing unusual to present be- 
cause you cannot expect too 
much from advertising of more 
staple lines at the end of the 
season. 


31 IT seems fitting that 
you should wind up 
the month with another check 
of stocks so you will know ex- 
actly where you are on August 
Ist. And if you have not al- 
ready done so today is the 
day to sit down and think 
through your August plans and 
be sure you have a program 
outlined for the month. 











The SAKS-FIFTH AVENUE Shops in New 

York + Chicago « Philadelphia « Pittsburgh 

Milwaukee -Miami + Palm Beach »West End 

Hempstead * Southampton + Newport 
Westbury, L. I. 


CALIFORNIA 


Bon Marche, Sacramento 

Huggins, Los Angeles 

Huggins, Pasadena 

Ransohoffs, San Francisco 

Sommer & Kaufmann, San Francisco 


DELMAN, INC. 


CEORGIA 
Regenstein’s, Atlanta 


INDIANA 
L. S. Ayres Co. Inc., Indianapolis 


KENTUCKY 
Baynham Shoe Co., Lexington 
Baynham Shoe Co., Louisville 
LOUISIANA 
Imperial Shoe Store, Inc., New Orleans 
MASSACHUSETTS 
C. Crawford Hollidge, Boston 


304 EAST 45° 





x ICA’S FINEST SHOPS, 
DEL SHOES BRING ADDED 


SHOES Pi BGE AND PROFITS 


MICHIGAN 
Sax Kay, Detroit 
MINNESOTA 
Roy H. Bjorkman, Inc., Minneapolis 
MISSOURI 
Famous-Barr Co., St. Louis 
Scruggs -Vandervoort- Barney, St. Louis 
Harzfeld’s, Kansas City 
NEW YORK 
Cotrell & Leonard, Albany 
OHIO 
The Higbee Co., Cleveland 


NEW YORK 


OKLAHOMA 
John A. Brown Co., Oklahoma City 
Brown-Dunkin Co., Tulsa 
TENNESSEE 
Phil M. Halle & Son, Memphis 
TEXAS 
Neiman- Marcus Co., Dallas 
Sakowitz Bros., Houston 
WASHINGTON 
Harry Perkins, Inc., Seattle 
WASHINGTON, D. C. 
Julius Garfinckel & Company 





ADVANCE SHOWING 
OF NEW FALL MODELS 














FRED A. MAYER SHOE CO. 


This four eyelet tie with contrasting white 
stitching and etched perforations is one of 
Mayer's loveliest creations. Called the 
yj‘ Millaire’’, it is carried in stock in sizes from 
2 to 10—widths AAAAA to C—with 
17/8 boulevard heel. Available in both Evans 
hol Brown and Evans Ruby (black) Kid. 


WALKER T. DICKERSON CO. 


An arch relief oxford of exceptional smartness 
and style. Pin point perforations combined 
with decorative stitching give it an unusual 
touch of beauty. Called the “‘Romance”’ it 
is made of Evans Ruby Kid and is carried in 
stock ready for immediate delivery. 


MILIUS SHOE CO. 


A swagger version of the one-strap pump with 
rich and simple design. Fashioned entirely of 
Evans 121 Blue and made the “‘Miliusway,”’ 
hand fashioned. 





























This beautifully modeled seamless pump of 
trim, Classic lines requires a fine, mature kid- 
skin to do it justice. The rich ‘‘natural 
beauty’’ of Evans Kid adds enduring smart- 
ness to this famous Sulkis model. 


ST. LOUIS SHOE MFG. CO. 


This Tru-Fit model is furnished in three 
Evans colors — 101 Brown, 121 Blue, and the 
always popular Ruby (black) Kid. A strik- 
ing two-tone effect gives it a different and 
distinguished look. 


MOULTON BARTLEY, INC. 


This classic five eyelet oxford is distinguished 
by its high throatline. It is made of Ruby 
Kid. Perforated patent leather trim gives it 
a bright accent. 


LOUIS H. SALVAGE SHOE CO. 


This exceptionally trim and intriguing four 
eyelet tie is made in Evans 101 Brown. Con- 
trasting stitching and perforations add a gay 
design which gives the shoe a lively look. 
Freipa pattern on last No. 57. 


Ps 


SULKIS SHOE COMPANY 










CSemininily 


HE stylists have sounded their seasonal call to the colors. They 


list for fall, in order of importance, Black — Brown — Blue. And Kid is 


“good”. Designers of the smartest shoes have responded with a larger 


use than ever of three famous Evans numbers — Ruby [ Black] Kid... 
101 Brown... 121 Blue. From long experience with these leathers, manu- 
facturers have learned that they can count on the Evans tannage for a 
true uniformity of tone, a deep color penetration, a “natural beauty”. 
These are points of value which the retail merchant recognizes in giving 


his preference to shoes of Evans Kid. John R. Evans & Company, 


Camden, New Jersey. 
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SLIPPERS 


That's the tune that's sweeping the country 
.... Customers are playing it on the cash 
registers of Tupper retailers from coast to 
coast. Everyone who sees this beautiful line 
joins in the enthusiastic chorus! 


Be sure to see these typical designs .... what 
style! what distinction! what value! All the 
newest ideas in smart slippers are repre- 
sented .... the most popular colors, fabrics 
and leathers. Made according to Tupper 
quality standards they present irresistible 
sales appeal! You can't start showing and 
selling them too soon! 


TUPPER SLIPPER CORP. 


352 FOURTH AVE. NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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National Shoe 


FOUNDED 1912 





"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety’’ 





National Association 
To “Date” Fall Season 
FIRST Showing To the Consumer of 
Fall and Winter Shoes 
Aug. 19, 1935 


THE National Shoe Retailers Asso- 
ciation announces Aug. 19, 1935, for 
the Opening Showings of Fall and Win- 
ter shoes to the consumer. 

The consumer press the country over 
will be notified of this “dating of the 
season,” and it is expected that city, 
state and regional associations, as well 
as all trade factors, will cooperate in 
this movement. 

Each year more importance is being 
given to this opening season dating, 
and in many cities and towns through- 
out the country from two to 10-page 
supplements are being run in the con- 
sumer press by the progressive mer- 
chants who are cooperating. 

Further details regarding this most 
important procedure will appear from 
week to week in these pages. 


* + 


Buyers Changes 
J. F. McELROY, buyer of women’s, 


misses’ and children’s shoes for L. S. 
Ayres & Co., Indianapolis, Ind., has re- 
signed to accept a similar position with 
Stern Brothers, New York City. 

Louis Sachar, buyer of women’s and 
children’s shoes for Stern Brothers, 
has resigned to accept a similar posi- 
tion with Franklin Simon & Co., New 
York City. 

Edward Blumquist, buyer of women’s 
shoes for the Davis Co. of Chicago, III.. 
has resigned to accept a similar posi- 
tion with Rike-Kumler Co., Columbus, 
Ohio. 

C. Mouser, former buyer of Rike- 
Kumler Co., has not announced his 
plans. We extend our best wishes for 
the success that all undoubtedly antici- 
pate. 





Proposes Definite Action to End 
“Sale” Abuse 


Melville Kaufmann, Member of the 
Board of Directors of the National 
Shoe Retailers Association and Presi- 
dent of the California Retailers Asso- 
ciation, Points Out Demoralizing 
Effect of Continued Price Publicity 
and Offers Remedy. 


MELVILLE KAUFMANN 


THE demoralization of retailing that results from the practice of trying to 
stimulate business by a succession of reduced price “sales,” not only in the 
recognized stock clearance periods but throughout the greater part of the year, 
was emphasized by President Melville Kaufmann, of the California Shoe 
Retailers Association, in his address at the annual convention of that associa- 
tion, held in Los Angeles June 10, 11 and 12. Mr. Kaufmann maintained 
that the time has come for concerted action to end the “sale” abuse. He said 
in part: 


“The problem that I am now to discuss is one of the greatest wrongs that 
American business men have not only inflicted upon themselves, but upon - 
each other. That wrong is the creation over a period of time of a sale-con- 
scious public which is, during most of the year, looking for reduced or sale 
prices, and only during a very short time at the beginning of a season expect- 
ing no reductions on the merchandise which it may want to buy. This develop- 
ment, through store policies supported by merchandising plans, publicity and 
promotion, has created a situation which makes the sale of regular merchan- 
dise at regular prices during a considerable period of time of the year con- 
stantly more difficult. 


“Obviously, style promotions are not included in this category, but the 
constant use of the word ‘sale’ in windows, advertisements and on the lips of 
sales persons, backed by the sale idea in the store policy, and the merchan!- 
belief that merchandise must be slaughtered in order to sell at certain time-. 





An early Fall opening means a longer season for profitable retail shoe promotion. 
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Retailers Association ° 


NEWS BULLETIN 





Service Center—274 Madison Avenue, New York—John J. Holden, Manager 





has made the public in America so susceptible thereto, that according to a 
recent survey made by the students in Ohio State University in Columbus, 
Ohio, one-third or more of the women interviewed state that they wait for 
merchandise until it is reduced. 


“As an interesting aside, it might be noted that this same survey revealed 
that more charge customers wait for sale prices than cash customers. If this 
situation is changed, however, it would be impossible for any one store or 
group of specialty stores like shoe stores to do it effectively unless the entire 
retail trade be awakened to the growing seriousness of this problem. 


Anti-Sale Policy Recommended 


“Just recently I spoke to the general manager of the largest medium priced 
department store in San Francisco. All the executives in this enormous organi- 
zation are highly disturbed about this growing tendency toward constant sales. 
He told me that they are finding it more difficult constantly to have a normal 
day’s business publicizing only regular merchandise at regular prices. He 
feels that the time is ripe for someone, as he expressed it, ‘to start something.’ 


“I feel that the California Shoe Retailers Association could do nothing 
more important, not only for the welfare of its entire membership, but for 
the common good of all retail stores, than take the initiative in suggesting 
to the other retail groups the inauguration of group meetings having as their 
focal point the discussion of this new anti-sale policy. Such meetings could 
be handled through the medium of the Retail Merchants Associations or 
Chambers of Commerce in the principal cities. Such a cooperative group, to 
develop a new attitude and clear thinking along this line, would have to look 
into the future for a number of years rather than take, as has been mentioned, 
a short range viewpoint. A sensible development of this idea would go a long 
way toward reestablishing sound retailing during the post-depression years. 


Public Must Be Educated Anew 


“Pardon my optimism if I refer to the present period as ‘post’ depression 
—I do so only to differentiate it slightly from the doldrums we found our- 
selves in a few years ago. Remember that 1929 gauges of business activity 
are broken and cannot be repaired. The public must be reeducated; this 
cannot take place in one, two or three months. The merchant who would take 
part in this program cannot hope that, for a year at least, his sales would 
equal his previous year’s figures on a monthly basis. The special sales that 
he ran constantly during the previous year would be a stumbling block 
against the reaching of such figures; but, let him be patient and, I believe 
within not longer than two years after the inauguration of such a plan, his 
total volume should certainly climb annually. 


“At the end of the Winter and Summer periods, merchandise could and 
should be sold at sale ‘prices; the public, recognizing once more a real sale, 
would be truly responsive to the retailers’ sale announcements, and it would 
mean for him a more even flow of business during the entire year and a greater 
gross profit than he is now able to secure. 


“I hope, therefore, that some sort of interim committee may be appointed 
to work on this problem during the next year, making the necessary contacts 
with other interested trade groups, and bringing in some sort of constructive 
progress report at our next convention meeting.” 





Store Modernization 
and Loans 


Topay a revolutionary new era of 
living is taking form. It is an era 
symbolized by the so-called “stream- 
line.” Modern trains, automobiles, air- 
planes, ocean liners, street. cars bear 
evidence of this new fashion. Stores of 
an entirely new “modern” design are 
being introduced. A_ fundamental 
change is taking place. There are 
signs of new times, the forerunner to 
a great period of general modernization 

. a period that is here today. 

Government financial assistance 
through the National Housing Act, 
makes it possible to secure moderniza- 
tion loans on payment terms and in- 
terest rates every merchant can afford. 

This act provides for loans from $100 
to $50,000. These loans may run from 
one to three years, or at a maximum up 
to five years at the discretion of the 
financing institution. Write head- 
quarters for further information. 

* & & 


America First in Fitting 


America SHOULD CONTINUE 
TO LEAD THE WORLD IN SHOE. 
FITTING STANDARDS. 

W. A. Kranzthor, head of the Guar- 
antee Shoe Co., El Paso, commented in 
a recent issue of Boor AND SHOE ReE- 
CORDER on the absence of bunions ob- 
served on young people generally .. . 
complimented manufacturers on giving 
shoe merchants better-fitting shoes—all 
of which is a step in the right direction. 

But peeking into some open-work 
sandals of the Summer season. one can- 
not help but notice the unnecessary 
curling of toes—a condition which 
shows that there is considerable educa- 
tional work still to be accomplished. 

It is believed by many who are inter- 
ested in association work that it will 
not be many years before primary and 
grammar school children throughout 
the country will have their feet exam- 
ined periodically by competent foot 
specialists, whose duty it will be to in- 
form parents as to correct shoe sizes 
for their children. 





The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 
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WHITE 







arries on a Tradition of More 
than a Century of Specializ- 


MM ing in Tanning Black Kia! 


William Amer Company, producers of fine kid 






















From verdant 

South America, where 
the climatic conditions 

the year round are ideal for the 
raising of well-nourished animals, 
come kidskins which are tradition- 
ally meaty and mellow natured. 

From such incomparable skins, 
KING KID, the acknowledged 
leader, is produced. 


leathers since 1832, is proud of its newest 
success—White King Kid! 























Probably the strongest, whitest white kid on the 
market today, White King Kid is well nurtured, 





has a texture truly beautiful and, when made 









into shoes, offers all that the woman of refine- 






ment could possibly desire in her footwear. 










WILLIAM 


AMER 


COMPANY 


PHILADELPHIA 
Established 1832 
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PROMPT IN-STOCK SERVICE ON 


TRAVELESE 


TECLA. In mat kid or brown 
kid. Cuban wood heel. 


PROMENADE. In mat kid 
with Cuban wood heel. 


RUMSON. Black or brown 
suede with calf trim to match. 
Leather heel. 


REGISTERED 


by 


Add our efficient new in-stock service 
to the many other TRAVELESE mer- 
chandising advantages — and you 
have a rare opportunity to step-up 
your shoe profits this fall. 


TRAVELESE shoes meet scientifically 
every requirement of foot health — 
yet are so smart that they sell on style 
alone. Their exclusive “Lairdway” 
feature makes them light in weight 
and so flexible that they bend with 
every step. In every detail of style 
and quality, they are a Laird, Schober 
product — hence, offer unquestioned 
consumer acceptance, assured 
mark-up, quick turnover and all the 
prestige of a famous name. 





Write or wire for complete details of 
the smart new TRAVELESE line for 
fall— priced to retail at . . . . $12.75 


BERKSHIRE. Mat or brown 
kid, with matching lizard 
trim. Cuban wood heel. 


LILIBET. In mat, brown or blue 
kid. Cuban wood heel. 


ROSMONT. In brown suede 
with tan calf trim. Leather 
heel. 





When writing advertisers please mention Boot and Shoe Recorder 
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Spaniel Tan—Pointer Brown 


[CONTINUED FROM PAGE 37 


all the Town and Field colors, certain 
types, styles and details fall reasonably 
into specific color groups. We have en- 
deavored to classify them in their 
proper groups in the photographic il- 
lustrations—the headings quickly iden- 
tify them. 


SPANIEL. TAN 
for Custom Effects 


This Fall the big note in the detail- 
ing of custom type shoes is the harness 
detailing. Coming from’ England, 
these important details to be found 
often in saddles, bridles and other 
harness, serve as an accent in both 
smooth and grained leathers and as 
relief for hunting calf or reversed calf 
(about which more will be said later). 
Harness details comprise pinking with- 
out perforation, tooth-edged and saw- 
edged—perforations—greater in num- 
ber and larger in size, antique brass and 
orange enameled eyelets and orange 
stitching used boldly in both custom 
and brogue types. 

Interest centering about the quarter 
is focused on laces—notably the corded 
laces, woven and rawhide laces and 
the use of pure silk laces in black and 
brown—this year: slightly wider to ac- 


cent the quality note in custom types. 
There has been a determined effort 
to refine the custom type _ shoes. 
Simpler detailing on extreme custom 
types, slightly narrower extensions and 
spades have made a considerable’ im- 
provement on this attractive type. 
Brogues, customized and in the heavier 
types, are more characteristically 
brogues — larger perforations and 
stitchings carrying out the Spanish 
saddle idea. Foreparts are shorter to 
give the impression of the shoe being 
smaller. Effort along this line seems 
to be a striving for a smarter and 
trimmer effect to complement the new, 
smoother finished Fall suitings. 


POINTER BROWN 
for Town and Country Shoes 


Bluchers are increasingly important 
in the heavier types for Fall. Several 
new details have smartened up this 
popular shoe and have reconciled it 
for town wear, giving it a decidedly 
custom look. Again the _ shortened 
forepart is in evidence. Hand-sewn 
details on the quarter, more angular 
extensions, wider spaced eyelets and 
wider laces are some of the changes 
that have been made in these shoes. 








Pictures on Pages 36 


and 37 tell the story 


of types of shoes well adapted to these Fall 
colors. Following are the detailed descriptions: 


Illustrated on the SPANIEL page are, 
left to right: 


Custom brogue with new plug 
patent treatment on throat and 
quarter. Wide spade and extension 
used here to give the proper sweep 
so essential to a plug oxford. 

A plain tip, seven eyelet custom 
oxford with a very high throat and a 
minimum of perforation. 

Extreme custom styling, refined 
slightly in a rounded toe model very 
much favored by conservative men— 
in smooth calfskin, a hand-made shoe 
that illustrates in its feeling this art 
at its finest. 

A "mud lark’ sturdy, heavy-soled 
broque with the new jumbo perforated 
medallion tip, vamp and quarter. A 
splendid example of harness detailing 
on a traditional broque. 

A custom last plain toe with shorter 
forepart, narrower spade and exten- 
sion, and a remarkably restrained use 
of perforation. 

Slightly square toe, custom type, 
six eyelet model, illustrating the pos- 
sibilities of refinement of line through 
hand-lasting. 


Illustrated on POINTER page are, 
left to right: 


A genuine Scotch grain, 3 eyelet 
blucher, wing tip center punch, over 
a fuller last, with heavy sole. 

Four eyelet blucher with heavy sole 
and hand-stitched detail on quarter 
in Norwegian calf, with large enam- 
eled eyelets and heavy cord lace. 

A striking custom shoe of natural 
imported calf with moccasin front, 
perforated and pinked. Note the 
continuation of the perforations and 
pinking on the saddle line, the square 
throat and how nicely it laces. 

A rounded toe, square-tipped 
blucher, with perforation and pinking 
on tip—another blucher, a real stormy 
weather shoe, oil-treated sole and 
upper—storm welt carefully turned in. 

An imported English wing tip 
brogue. Note the fuller throat and 
length of forepart, the classic perfora- 
tions and pinking, illustrated in fine 
boarded calf. 

A square toe medallion perforated 
custom blucher with large antique 
brass eyelets and pinking on quarter 
and counter alike. 








1935 


Norwegian types and smooth leathers 
seem to be favored in bluchers, shown 
with heavy soles, sometimes. with 
pinked counter overlays. An interest- 
ing development is the use of Nor- 
wegian and reversed calf in combina- 
tion. The return of the bellows tongue 
to the blucher, in reversed calf shoes, 
often pinked at the top, reflects the 
peasant influence. The oil-soled storm 
welt and heavy moccasin detail, the 
wing and square tip perforation and 
pinking continue important. Stitching 
is bolder, more extensive and of a de- 
cidedly lighter color. Custom types, 
brogues and bluchers, detailed for 
1935-36 selling, should do much to re- 
store the desire for quality to the aver- 
age customer. 

The football robe on which the shoes 
are photographed is by courtesy of Th« 
American Woolen Co. 


Vintage—Bourbon 
[CONTINUED FROM PAGE 45] 


Illustrated in vintage brown : 
the accepted custom type in cordovan 
with leather tongue lace punching on 
tip and throat, this time shown with a 
slightly rounded toe, and, therefore, 
more comfortable, an important feature 
in a cordovan shoe; Scotch grain brogue 
—a typical college shoe with heavy 
fittings and perforations and an extra 
heavy oil treated flexible sole, a clever- 
ily detailed wing tip brogue of smooth 
calf, a boarded calf monk oxford with 
broad strap and heavy brass buckle, 
and a raglan blucher of fine grain 
calf with wide spaced eyelets, medal- 
lion perforated square tip pinking and 
perforations on throat and quarter. 

Illustrated in bourbon ... . four eye- 
lets blucher in hunting calf with heavy 
calf overlay on quarter and stitching 
and hand-sewn detail of a lighter note 
on quarter, boarded calf oxford with 
full brogue detailing and heavy per- 
forations, smooth brown calf custom 
detailed, brown grained Ghillie oxford 
with heavy woven lace wing tip medal- 
lion perforated, and a brown grain 


‘English blucher with extremely high 


throat, carefully spaced eyelets and 
medallion perforated square tip with 
pinking and perforations on tip and 
quarter. 


Shoe Store Opens New 


Department 


LOUISVILLE, Ky.—The Boston Shoe 
Store has opened a new department on 
their second floor to feature the Forest 
Park line of shoes at $3.96, catering 
especially to young girls who wish rea- 
sonably priced shoes and like more ex- 
treme styles than the firm stocks in 
its high-grade shoes on the first floor. 

The new department, which is al- 
ready proving very popular, is most 
attractive, having a rather unusuai 
color scheme of rich red and soft green 
for chairs, floor covering and wood- 
work. Only white and blue shoes are 
shown there at this time. It is called 
the Boston Boulevard Department. 
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on SMOOTHEEL 


When investigating pump resources for your fall selling, don’t fail 





to examine the possibilities and advantages of the Smooth-eez pump. 
Its exclusive feature, the patented cushioned instep, is a valuable asset 
to retail selling. A large stock department and one day service on 
orders makes possible a rapid stock turnover. 


Smooth-eez pumps will be carried in stock for the fall season in the 


following materials: 


7963 Black mat kid 3935 Black suede 

7563 Indies brown kid 3535 Brown suede 

7863 Blue kid 7163 Black crepefaille 

7663 Patent leather 7363 White crepefaille 
4939 Black baby calf 


In addition to the above styles, Smooth-eez will be stocked on a lower 





heel last carrying a junior Louis heel in the following materials: 


953 Black mat kid 553 Brown kid 
653 Black patent leather 





JOHANSEN BROS. SHOE COMPANY, ST. LOUIS, MO. 


When writing advertisers please mention Boot and Shoe Recorder 
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Notes on Fall Buying 


[CONTINUED FROM PAGE 39] 


For evening, the few early orders 
stress gold and silver kid combinations, 
as the most acceptable choice. Manu- 
facturers are also working on multi- 
color brocades. 


* * * * * 


Tue heel situation marks the most 
dramatic of this season’s developments. 
Very definitely and very generally, 
heels are lower, although 17 and 18/8 
continue to lead sales. Flat heels—10/8 
and under—are still being bought by 
stores with a very smart, very young 
clientele, or with a novelty trade. But 
13/8 is the lowest low for the average 
store. Amazing numbers of shoes have 
been bought on this heel height. A 
statement made by a Brooklyn manu- 
facturer is significant. “I showed one 
dozen samples last season on a 13/8 
heel. This year I have three dozen on 
that height .. . and they are all sell- 
ing.” 

Many stores will promote 13/8-16/8 
heels in dress types as well as tailored 
ones. It is a season of new modified 
Louis shapes that give a much more 
graceful expression to the formal shoe 
than did the heavy box heel. Square 
heels are being sold in high-style and 
high-novelty shoes, usually paired off 
with square toes. Throughout all types 
of lines, new, fuller lasts have been in- 
troduced, but lasts with a new refine- 
ment that sets them apart from the 
snub-nosed toes of past seasons. 


Tue pattern story is told in detail 
by our drawing and photographs. The 
net of it is that broad-straps are promi- 
nent in all grades, even in in-stock 
shoes; that tongues, too, are Fall 1935 
favorites; that the trimmed pump has 
been bought more heavily than the 
sandal for dress wear; that extremely 
high-riding patterns are extremely 
smart in fashion shoes, though not so 
saleable for the average merchant; that 
all patterns tend to be simpler, with in- 
teresting stitching the best trimming. 
And speaking of simpler patterns, a 
shoe-man who has just come back from 
a long swing around the country 
brought us this significant comment. 
He spent many hours just listening to 
women buying shoes. And again and 
again, he heard words to this effect: 
“Haven’t you something simpler? This 
shoe is too fussy for me... . This model 
has too much on it.... Too cluttered 
up....A plainer shoe, please.” 


* * * * * 


That’s the way the wind blows. Many 
Fall shoes have met this demand. They 
show, in general, decided restraint in 
pattern and treatment. The smart 
buyer has simpler shoes on order . . 
and simpler shoes will sell. We don’t 
need to make shoes fussy to make them 
attract attention this Fall. There is 
plenty to promote in new lasts, new 
heels, new colors, new and _ striking 
combinations of materials. Fall shoes 
are simpler, but their promotion story 
is none the less dramatic! 





Their First Date for Fall 


[CONTINUED FROM PAGE 47] 


sisters off for finishing school. Style 
has become an important factor in 
multiple sales and increased volume in 
the juvenile shoe business, for shoes for 
the occasion is an idea that has made 
definite progress among boys and girls 
as well as with the grown-ups. 

Boys’ shoes, as the accompanying il- 
lustrations show, will continue to reflect 
for Fall the important tendencies re- 
vealed in young men’s smartly styled 
footwear. The prep school lad, for 
example, is directly influenced by the 
types of shoes, leathers and materials 
most favored by college men, although 
there is little if any tendency toward 
what might be termed “fads” in foot- 
wear, as for example, the collegiate pre- 
ference for white shoes, even for Fall 
and Winter wear. 

Narrower toes, both with wing tips 
and straight tips, ornamented with 
perforations and pinkings, represent a 
definite trend in older boys’ shoes, and a 
growing number of older boys are de- 
manding shoes styled in this mar rr, 
which follow very closely the prevailing 
fashion in men’s footwear. The same 
tendency to copy men’s styles is re- 


flected in the colors and types of leather 
used. Grains, both Scotch grain and 
the lighter Norwegian or boarded fin- 
ishes, are seen to a marked degree and 
reverse calf is being used quite ex- 
tensively in the sports types. 

The fact that many parents insist 
upon shoes with plenty of toe room 
must be taken into consideration by the 
juvenile buyer, however, in planning a 
well balanced stock, as must also the 
practical considerations of use and util- 
ity which play such an important part 
in the final selections of many parents. 
So there is important place for the 
broader toe styles of boys’ shoes often 
reinforced in the smaller sizes with the 
shark tip, so well adapted to school and 
play, and also for the standardized 
types of Boy Scout shoes, and other 
moccasin patterns, plain toe numbers, 
etc. 

The illustrations and captions give 
a good idea of the highlights of the 
Fall style picture in girls’ shoes, which 
likewise presents an extensive range 
for choice for the fashion-minded mod- 
ern miss. The ever-popular ghillie re- 
tains its place and the influence of the 


1935 


peasant styles is reflected in various 
pattern originations. Also the present 
vogue of flat heels in women’s shoes ap- 
pears to have restrained the tendency 
for girls’ heels to go higher which 
seemed to be in evidence a season or 
two ago. 

With the Fall shoe season opening 
Aug. 15 there will be abundant oppor- 
tunity for early promotion of school 
shoes, both for boys and girls, and the 
range of styles in the lines of repre- 
sentative manufacturers appears suf- 
ficiently broad and comprehensive to 
make this year’s school shoe promotions 
productive from the standpoint of sales 
and profits. 


Store Ad Features Quintuplets 


SEATTLE, WASH.—The quintuplets, 
the famous Dionne five, were the in- 
spiration for some modern children’s 
shoe merchandising on the part of the 
shoe department of Carew & Shaw, 
Seattle’s newest department store. 
Carew & Shaw, featuring Peters Shoes 
for youngsters of all ages, honored the 
Dionne quintuplets, on their recent an- 
niversary, and their children’s shoe de- 
partment by their special sales promo- 
tion that included the following toast 
to the Dionne babies: 

“Here’s to the world’s most famous 
babies—may they live a long, happy 
and prosperous life in Peters shoes! 
In the hearts of all, nothing is too 
good for the Dionne quintuplets. That 
is why we add to our good wishes the 
hope that they can grow up in Peters 
shoes.” 

Around the toast to the babies there 
were shoes for the tiny tots, growing 
children, and some misses’ styles, in 
the wide range of shoes upon which at- 
tention was lavished by virtue of the 
Dionne quintuplet appeal. So many 
persons have been attracted by the 
advent of this young household to the 
Dionnes that the spectacular sales pro- 
motion of Carew and Shaw served to 
draw interest to its youngsters’ shoes. 


Joseph Kalisky Returns 


Los ANGELES, CAL.—Joseph Kalisky, 
veteran shoe traveler and president of 
the Los Angeles Shoe Travelers’ As- 
sociation, is back at his rooms at the 
Biltmore Hotel after a trip to Chicago 
and to Rochester, Minn. At Rochester 
Mr. Kalisky had a checking over at 
the Mayo Clinic, as he had been slightly 
under the weather, but he is now much 
improved in health. 

The regular January exposition of 
the travelers’ group will be held as 
usual, Mr. Kalisky states. The June 
exposition this year was not held in 
order that there might be no conflict 
with the California Retailers’ conven- 
tion, which met recently at the Bilt- 
more. Mr. Kalisky states that his 
travels covering several mid-West 
states proved to him that business is 
“on the ups.” He found the Twin 
Cities, his old stamping ground, in 
better shape from the retailers’ stand- 
point than for several years. 
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"THATS FINE SOLE LEATHER’/ 


Such a remark is instantly prompted by sight of 


Kistler “Bench Brand” bottoms 


Look at a “BENCH BRAND” outsole. Feel of one. You will sense 
a reaction which will be assuring that this sole leather has much 
to commend it to your judgment of what makes a fine product. 
The goodness of this bottoming stock is so apparent, even 
strangers to tanning say—“That’s fine sole leather”. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
is not “short tanned” or “over tanned”. Both limit wear. We wait 
until every test in tanning shows that the results wanted are ob- 
tained. Then we can offer this leather to the market feeling con- 
fident that its record for wearing quality will be sustained. Street, 
NB... . It's an advantage in buying to have the names of Gress, sport or heavy-duty shoes bottomed with this leather are 


shoe manufacturers making shoes that carry KISTLER 
“BENCH BRAND” LEATHER SOLES. Write us for them. a real buy. 


, 4 THE OUTLINE OF THIS CHART 
2 REPRESENTS A SIDE OF LEATHER 
THE PART USED FOR KISTLER 
BENCH BRAND” SOLES 15 
ABOUT 13% OF THE WHOLE SIDE 
| 
IR, f U/ 


FOUNDED - 1840 








1 enene -319 + A+ STREET - BOSTON: MASS: | | ||| 
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BOOT AND 


“Town and Field Colors” to Spur 
The Sportsman’s Imagination 


[CONTINUED FROM PAGE 49] 


At the bottom of this ad may be 
shown the various types of shoes that 
you are promoting. 

For your direct mail effort, you might 
use the invitation format announcing 
your own Fall dog show. An identi- 
fying price tag, giving the color name 
pedigree, price, etc., in the shape of a 
dog show badge, will dress up your 
window considerably. The interest of 
a local kennel club in your promotion 
should not be difficult to obtain and 
the dogs chosen are of such a common 
variety as to be included in most ken- 
nel club specialty groups. The use of 
photographs of local dogs and their 
owners will help to add color to this 
type of effort. 

For the Vintage and Bourbon dis- 
plays, your background might well be 
a screen upon which has been pasted 
labels from wine and liquor bottles in 
an all-over design. Caricature illustra- 
tions such as are shown on the Vintage 
and Bourbon spread may be used as 
atmosphere. 

Illustrations and photographs used 
in the foregoing men’s style pages may 
be used freely in your individual ad- 





THE RECORDER SHOE STORE 
FEATURES TOWN AND FIELD 
COLORS FOR FALL 


SPANIEL TAN RETRIEVER BROWN 
POINTER BROWN and GREYHOUND 


A colorful showing of the new Fall 
patterns featuring the smartest detail- 
ing seen in many years—a refreshing 
collection of custom types, brogues 
and bluchers with English harness de- 
tails. Conservative shoes for town and 
country, shown in the newest color 
idea—Town and Field colors, named 
for your favorite dog. All champions 
on parade for your esteemed favor. 





Suggested copy for newspaper advertisement 
featuring new Fall colors in men's shoes. 


vertising and promotion of this idea. 
Other approaches will doubtless sug- 
gest themselves to advertising and dis- 
play departments. 





Every Woman's Shoes 
from Every Angle 


[CONTINUED FROM PAGE 43] 


heel. And he is beginning his heels for 
this group at 13/8, where last year he 
probably started at 17/8 (except, of 
course, in orthopedic numbers). Under- 
laid perforations, stitchings and braid- 
ings are all used for trimming. Stitch- 
ing and braiding are considered the 
smarter. There is a very noticeable 
falling off in perforated treatments for 
dress wear. 

That front strap in the corner stands 
for the sandal family. No stock can be 
complete without some variation of this 
model. But we show only one because 
we find that sandals are less in de- 
mand this Fall, since gore-pumps and 
colonials, which fill the same need in a 
woman’s wardrobe, are increasing in 
sales. In the evening, of course, the 
sandal comes into its own again. 

This colonial fashion deserves special 
play, both in classic models and in all 
the variations of the decorative tongue 
theme. Tongues are emphasized every- 
where this season and the colonial idea 
is having an important revival. 

We show two types of glove-fitting 
shoes, the Empire line and the side- 
gore. Both give a light, not too ex- 
treme effect. Of the two the side-gore 
is more adaptable. Most buyers are 
side-stepping extremely high closed 
patterns for volume. They belong in 
high-fashion shoes, but they are con- 
sidered difficult for the average store 
and the average foot. 


Trimmed pumps, when they are 


gored, are of increasing interest. Last 
year trimmed pumps played a_ very 
minor part. This season they deserve 
attention. The gore serves a double 
purpose, the practical one of simplify- 
ing fitting, the style purpose of giving 
a more height over the instep and add- 
ing more sweep to the pattern. 

And finally the opera pump. Busi- 
ness in plain pumps is also on the up 
and up. We attribute this to the grow- 
ing demand for simpler patterns. Many 
women who have tired of fussy shoes 
turn to the plain pump—simplest of 
the simple. The opera pump is progress- 
ing from a staple position to a style 
selection. Buyers are ordering plain 
pumps on new lasts that give them 
fresh style appeal. 


Renews Lease 


SEATTLE, WASH. — Trace Peters, 
manager at Seattle, has renewed the 
lease on the French, Shriner & Urner 
shoe store in the Hotel Olympic at 
Seattle, as tourists and travelers have 
started their annual trek to the city 
and this hotel. This renewal of the 
fine shoe store in the hotel building 
marks the tenth anniversary of the 
original lease. 

The company has sold shoes from the 
Seattle shop to globe-trotters and cus- 
tomers from every state in the Union 
in Seattle during the Summer. Mr. 
Peters, the manager of the French, 
Shriner & Urner store, is one of the 
veteran shoe men of the city, with ex- 
perience dating back to half a century 
of service to the early store of Brown 
Brothers in Seattle. 
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Greyhound—Retriever 
[CONTINUED FROM PAGE 41] 


the best brown for Hunting Calf, 
although it is shown quite universally 
in all the accepted browns. The variety 
of shoes shown in Hunting Calf indi- 
cates very clearly its possibilities as a 
style proposition. Bluchers and Brogue 
types with custom detailing, active 
sports shoes, welt trim of the same and 
contrasting leathers and colors, these 
are just some of the developments. 
For country wear acceptance is quite 
general in both brown and grey. Larger 
perforations on Brogues, lighter stitch- 
ing, hand-sewn details on Bluchers, 
perforated overlays on counters and 
tips, brass eyelets and novelty laces 
have smartened the Fall shoes up con- 
siderably. 

In the more popular priced grades, 
considerable interest has been shown 
in side and kip leathers tanned on the 
flesh side, for both country and street 
wear. This type of leather, which is 
proving particularly popular with the 
college trade, has a remarkably fine 
nap and an extensive color range, in- 
cluding an excellent Retriever Brown 
and Greyhound. 

The illustrations are in no sense in- 
tended to convey accuracy in these 
town and field colors, but are merely to 
convey to the reader a pleasing soft- 
ness characteristic of all of the Fall 
colors. Those readers who have seen 
the Textile Color Card Association 
color chart will appreciate the impos- 
sibility of reproducing these naturally 
warm leather tones on paper. 

Illustrated all in Hunting Calf, Grey- 
hound, a plain toe Blucher with heavy 
crepe rubber sole with perforations on 
quarter, a custom last Brogue with 
broad extension black sole, and a 
Brogue with narrower toe, a decidedly 
custom type featuring widely spaced 
grey enamel laces, the popular Saddle 
type this time with a saddle of the same 
leather in black. 

Illustrated in Retriever Brown . 

a typical Fall weight golf shoe, an 
English Blucher in Norwegian Calf, 
broad toe with reversed double con- 
struction sole. And, in Hunting Calf, 
a square medallion perforated tip 
Blucher, five eyelets with stitching and 
perforations on quarter, and a cus- 
tomized Blucher with light stitching 
and hand-sewn detail on quarter and 
a custom type with medallion per- 
forated square tip, a combination of 
Hunting Calf and Boarded Calf in 
Retriever Brown. 


The hacking scarfs on which the shoes are 

shown, on pages 40-41, courtesy of Fortnum 

& Mason. All shoe trees, courtesy O. A. 
Miller Shoe Treeing Company. 


W. F. Coghill Assistant Manager 


INDIANAPOLIS, IND.—The appoint- 
ment of Wilbur F. Coghill as assis 
tant manager of the Nisley Shoe Com- 
pany store here has been announced b\ 
Lester D. Fox, manager. 
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EARLY SALES REPORTS 


on FALL FASHIONS 
AGAIN SAY: 


MAKES LEADERS 


To make a shoe designer outdo himself, give him a few skins of Norwegian Calf. There is some- 
thing about its vegetable tannage that seems to inspire fine fashions and to invite superb 
craftsmanship ... But eye appeal is not the only reason. There is the added confidence of the 
merchant in performance after the sale. He knows that the shoes will be comfortable today 
at the first wearing, and still comfortable after next month’s rainstorm. He can depend on 
their fidelity to shape, color, and finish as a standing invitation to come back for more » » » 


fe A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WIS. 


GALLUN LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 
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Represented by 
Merchant Loveys Leather 
Company, 

50 South Street, 
Boston, Mass. 


Wm. B. Heald & Company, 


1191 Merchandise Mart, 
Chicago, Illinois 


H. B. Altenderfer, 
331 Arch Street, 
Philadelphia, Pa. 


W. H. Melntosh, 
2 Park Avenue, 


New York City 


a 
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SEBON-APEX 


PROMENADE 


for colors 


BRAEBURN 


A fall grain 


HIGH COLORS 


for slippers 


HITEMAN 


LEATHER COMPANY, INC. 
WEST WINFIELD, NEW YORK 


1935 
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Come up and see us 
not SOMETIME... but at the 








BOSTON SHOE SHOW 


JULY 8, 9 AND 10 
IN ROOMS W614, W616, W618 AT THE HOTEL STATLER 
“US” means the new Fall line of Enna Jettick Shoes, repre- 


sented by Messrs. Buford H. Jones, Charles E. Heckel, Jack 
Gorman, Ed Cushing, Jack Hersome and A. J. Dunn. 


This is the fastest selling line of Enna Jetticks we have ever put 
out...every shoe right up to the minute in fashion details...and 
offering more real value per dollar than any line in its price range. 


ENNA JETTICK SHOES 


America’s Smartest Walking Shoes Go Places Comfortably 


RETAIL AT 5 AND +6 


Sizes 1 to 12 . Widths AAAAA to EEE 


DUNN anu M°CARTHY, INC. 


Auburn, New York 


“YOU NEED NO LONGER BE TOLD THAT YOU HAVE AN EXPENSIVE FOOT” 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 
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RosEBAY Willow 
Calf in the finest femin- 
ine footwear offers a 
combination of good 
looks, fit, comfort and 
durability not found in 
any other type of leath- 
er. It has the additional 
distinction of being ap- 
propriate with any cos- 
tume fabric for daytime 
wear. 


HI &S/LEATHER CO. 





BOSTON 
MASS. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


[Boor & SHOF\ 
|RECORDER| 


Lior. ry] 
Ach DAILY 64 -< 
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as you sell”—to 
know whether each 
shoe is its 
ith a profit, 
“er slow 





entlyos 
style and 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
209 Bo. State Street, Chicago, Illinois ALERS. CHICAGO ARE 

Ta: send me samples and prices of your Steet DE RS, CA A: ; 
ee Personal service available on above subjects—also in 


merchandise promotions—at nominal cost. 
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HOW SUPERCOMFORT 
OF FLEATSLE 
"LASTEX"” QUARTERS 







spells new retail profits 















Dress model by 
Pedigo-Lake Shoe Co. 
St. Louis, Mo. 







Everything a fine shoe should have 
—plus the extra added attraction 
of flexible ‘‘Lastex’’ quarters. Gently 
stretching ‘‘Lastex” fabric replaces 
leather or old-fashioned rigid shoe 
fabrics. Result, an entirely new 
type of shoe that moulds snugly but 
comfortably to the foot, prevents 
gapping, sliding, pinching, holds its 
shape and wears longer than any 
other type of fabric shoe. “Lastex” 
solves at one stroke a dozen shoe 
troubles which have been ac- 
cepted as necessary evils up to 
now. These manufacturers need 
no trade introduction. They are 
showing Fall mod- 
els in dress, town 
and sport. For more 
detailed informa- 
tion write to the 
manufacturers or to 
"“Lastex,'’1790Broad- 
way, New York City. 




















Sport model by 
Gregory & Read Co. 
Lynn, Mass. 























Town model by 
Rice-O'Neill Shoe Co. 
St. Louis, Mo. 4 











REG. VU. S. PAT OFF. 





THE MIRACLE YARN THAT MAKES THINGS FIT 














Slips on and Cleans like any Yields to Eliminates Allows Holds counter “Lastex” nation- 
off quickly, other part-fabric every move fasteners and correct in right ally known and 
easily shoe and position gadgets pronation adjustment advertised 


Nm N Ne 
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TO RETAIL AT 


$125 


HERE'S hot news for shoe merchants. A real live 
wire slipper line to meet the popular priced 
demand. They'll sell so fast you'll hardly get a chance 
to look at them yourselves. 
Without a doubt Middletown Slippers offer the BEST 
BUY to the merchant for the coming season. We'll 
back to the limit our statement that they're the BEST- 
EVER, because they're styled, made and priced to 
satisfy retailer and customer alike. 


Order MIDDLETOWN SLIPPERS today—and you'll 
be ready for the BIG RUSH. 


MIDDLETOWN SLIPPER CO. 


MIDDLETOWN, N. Y. 
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SMART FABRICS 


That Complete The Fall Ensemble 


CLUB CHECK 


“Registered” 


Suitable for Field, Country and Spectator Sports 
Footwear, fitting perfectly into the trend for 
flats and walking type shoes to go with the 
tweeds and rough suitings which the smart 
women will wear while attending fashionable Fall 
sporting events. + + + 100% Worsted. 


ST Ie = “4 


BANKER 


“Registered” 


A Mannish fabric, designed for sophisticated 
town footwear. For the well dressed woman in 
town, dressy and tailored shoes of Banker will 
complete to the last detail the smartest tailored 
suiting. + + + + + 100% Worsted. 


LSAT VELLY 


GABARDINE 


Diamond Gabardine and 106 Gabardine, dur- 
able, smart, 100°, worsteds, are the last word 
in fabrics for the Formal in-town ensembles. 
Constructed especially for shoes, Schiff Gabar- 
dines will fill the tremendous demand for smart 
fabric shoes for formal afternoon wear. 


DoOAVALITIL 
LAWRENCE SCHIFF & C@- 


450 FOURTH AVENUE ee we NEW YORK CITY 
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In the spirit of progress that has 
transformed the horseless car- 
riage into sleek, stream-lined 
transportation comes Cushioned 
Walking. 

Air-Step Shoes, featuring Cush- 
ioned Walking, have all the 
glamour, all the style and all the 
niceties that any fashion-minded 


- NOW AS MUCH A PART OF HER LIFE AS 
BALLOON TIRES, SHOCK ABSORBERS, FLOAT- 
ING POWER AND KNEE ACTION ° e e 


Style Shoes for Women 


FYVYEDY «TED 

& Vem wD Eb ba a 
Hard sidewalks are turned into 
soft carpets. And women are 
turned into the most enthusi- 
astic customers ever to have 
bought in your store. 
_A letter or wire will bring an Air- 
Step representative promptly. 


Wrawrs Sos GowngQeiny — » 


MANUFACTURERS © © ST. LOUIS 


Note: Brown Shoe Company Owns Exclusive United 
States Rights to Manufacture These Shoes. 


TO RETAIL 





woman could set her heart on. 
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BOVEY ADIN 


No line today is complete without ——— made of EINSTEIN 
GABARDINE. 


No fabric is so sure to please the fashion wise as genuine Gabardine, which 


has style, distinctiveness and durability. 


EINSTEIN GABARDINE is the only Gabardine woven exclusively 


for Shoes. 


J-EINSTEIN-INC: ONE PARK AVENUE: NEW YORK | 
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Lasts of correct design are essen- 
tial to the production of well-fitting 
footwear. 


The appearance of the toe of a shoe 
is often the point of greatest appeal. 


Preserve the true toe appearance 
of properly designed lasts by using 
Celastic. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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GENUINE 


TRADE MARK 


Tue soft sole comfort slipper that has been taking the 


country by storm. It’s been setting new sales records ENUINE Cossacks are_be- 
ing sold in every civilized 

country on the globe. The 
uppers are made from specially 
_ , tanned glove leather assuring 
Alert and enterprising shoe merchants will do well to the maximum of softness and 
pc gman we trimmed 

: . < . ’ with a wide baby lambskin 

order this outstanding number in Consolidated’s New Fall ee ee ee ee 
; P ‘ } , in Red, Green, Blue, Brown, 

Line. Quick sellers and quick profit-makers, Genuine a 


everywhere. 


Cossacks are just what you've been waiting for. 


GENUINE COSSACKS ARE PRICED TO RETAIL AT $1.49 THE PAIR 


‘CONSOLIDATED SLIPPER CORPORATION 


; ROMP AS NEW v SORR 
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LEATHER 
IN 
ACTION 








Photograph showing shoes 
of M‘ Neely Kid in action 
snapped at London Terrace 


Shoes are made to be worn, — any shoe 
material must stand innumerable small strains every 
time the wearer walks. M Neely kid holds its color 
and its firmness through any amount of wearing, be- 


cause it is tanned to meet the test of action. 


The action photograph shows MNeely’s 
two famous browns for women s shoes, —Indies No. 74 


and Autumn No. 25 (Marrona). An equally important 
color, made in men s weights only, is Dapper, No. 28. 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Streets ° Philadelphia, Pa. 
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INTO THE DOUGLAS 
LINE... BEFORE YOU DO 
YOUR FALL BUYING! 





LOOK .. . at the Douglas background! For more than a half-century, Douglas has been Amer- 
ica’s best known shoe. Millions have known and respected the name Douglas since early childhood ! 


LOOK ... at the Douglas manufacturing methods! Here are union-workers, in the 
heart of America’s shoe-industry, building Douglas Shoes on the All-Leather standard! 








LOOK ... at the Douglas styles! As smart and youthful as any you ever held up for your 
customers’ inspection. A complete range of ‘‘in stock’’ styles—in all sizes and widths! 


LOOK .. . at the selling-help Douglas gives you! Advertising in ‘‘The Saturday Evening Post,”’ 
and in more than 100 leading metropolitan newspapers. Add to that an ample assortment of 
promotional material and striking displays for your windows! 


LOOK ... at the Douglas turnover! The fastest moving line of shoes in America today! 





LOOK .. . at the Douglas price-range! $3.50—$4.50—$5.50. Gauged to the pocketbook of the 
public today; and with a generous mark-up for yourself! 


@ LOOK FURTHER A 


—WRITE US TODAY 


W. L. DOUGLAS SHOE COMPANY, BROCKTON, MASSACHUSETTS 


FOR MORE DETAILS ¥ 
VC 





LOOK FOR DOUGLAS SHOES AT THE BOSTON STYLE SHOW... HOTEL STATLER, ROOMS 437-439 
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Orthease are built on basic orthopedic 
lasts in true half sizes and five widths. A 
specially constructed counter extends to 
completely support the arch, and the duo 
shank is steel supported. The anchored 
innersole, which is completely cushioned 
from heel to toe, forms a natural metatar- 
sal pad. Weight is properly distributed by 
the orthopedic heel that lends important 
additional support to the slipper. 


Orthease are stocked in Black and Blue. 
Widths AAA-AA-A-B-C-D. Sizes thru 10. 
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N orthopedic slipper designed to give the utmost of 
comfort in leisure footwear, Orthease is the result 

of a complete study of every scientific fact concerning 
the human foot. 
Orthease, the original health slipper, made by Neo Ped, 
tried and proven by leading retailers, has created such a 
demand from women who appreciate comfort and quality 
that for the coming season it will rank as one of the best 
volume sellers on the dealers’ shelves. 
Retailing at a price easily within the reach of all, $2.50 
to $3.00, Orthease offers the ideal opportunity for the 
building of a real Health Slipper business that will mean 
more customers and greater profits. 
Be sure to see them at the Boston Shoe Show, Hotel 
Copley Plaza, July 8, 9 and 10th, or send for samples 
at once. 


ORTHOPEDIC DIVISION 


NEO PED IICORPORATED 
JERSEY CITY NeW JERSEY 
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DISTINCTIVE SHOES FOR GENTLEMEN 


Unending Profits for Retailers 


National magazine advertising featuring Edwin Clapp shoes as 
“The Finest Shoes a Man Can Wear,” has made this 80 year old 


line one of the most active and dependable profit makers, in many 


We will be pleased to show 
our complete line including 


35 styles in stock at our sam- a , 
of America’s outstanding stores. 


ple Room 442, Hotel Statler, 


Boston Shoe Show, July 8, Write now—today—to investigate the advantageous possibilities 


9, 10. of these truly fine shoes. Smart new styles. The very best in 


leathers. Unchallenged craftsmanship—make the Edwin Clapp 
lasts distinctive with a style appeal as timely as tomorrow. Write 


today. 


EDWIN CLAPP and SON, Ine. 
East Weymouth, Mass. 
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It’s Give and Take in business—and 


the man who gives most is the man 
who gets most. Shoe retailers east 
and west have found that Men’s 
Street and Dress Shoes of Genuine 
Kangaroo bring profits in the best 
way—in new customers attracted 
by the attention-getting story of this 
strange animal and cuperb leather, 
and in old customers more-than- 
satisfied by shoes that give the 
utmost in comfort, strength, and 
appearance. Genuine Kangaroo is 
tanned in America by the Surpass 
Leather Company of Philadelphia, 
the Richard Young Company of 
New York, and the Ziegel Eisman 
Company of Boston. 
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AIR-TRE D S ... the Greatest 


Line of *5 ana *6°° Women’s Shoes 


in America! 


ERE’S a sensational new line of women’s shoes. 
AIR-TREDS! Retail prices $5 and $6.50. Besides price, 3 famous features to sell. 
Features your women customers can see, feel, understand. Shoes with the most 
modern styling. Shoes with the latest health and comfort features. Already this new 
Air-Tred Shoe has made remarkable sales records in leading stores. Write for com- 
plete details regarding this great new line of $5 Air-Treds. Our cooperative mer- 
chandising and advertising program will interest you. Then you will be ready to 


make the fall season of 1935 one of the most profitable in your history. 


See new Air-Tred line at the Boston Shoe Style 
Show, Hotel Statler, July 8, 9 and 10. 


Mr. William H. Bain, General Manager, Richard 
P. Boothby, Sales Manager, Perley Randall, Guy 


Small, Jesse Fielding will be in attendance. 


Ault-Williamson 
Shoe Company 


Auburn, Maine 
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There must 





be 


reason 





for it! 


Duflex Nap Soles lead as a definite 
selling aid in merchandising shoes. 
At the Boston Shoe Fair we predict 
that more than ever street and dress 
footwear, as well as sport shoes, will 
be exhibited bearing these soles. 
Needless to say there must be a reason 
for this preference and there is—NAP 
SOLES have a soft velvety feel dis- 
tinctly comfortable to the touch 
giving assurance of extreme comfort 
to the foot. 

Damp proof and non-slipping they 
are made in black, white and popular 
colors for men’s, women’s and chil- 
dren’s shoes. 


AVON SOLE CO. 


AVON, MASS. 


AT THE 
BOSTON 
SHOE FAIR 


Flex Room i 558 
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Shoe Dealers Exempted 
From Chiropody Bill 


HARTFORD, CONN.—Retail shoe deal- 
ers are specifically exempted from pro- 
visions of a new State chiropody law 
restricting the sale and fitting of foot 
appliances to licensed chiropodists and 
podiatrists, except that they may not 
engage in the actual practice of chi- 
ropody itself. The law was placed 
upon the statute books by the 1935 ses- 
sion of the General Assembly, which 
closed early in June, and the bill was 
signed by Governor Wilbur L. Cross. 

The measure defines chiropody or 
podiatry as “the diagnosis of foot ail- 
ments and the practice of minor surg- 
ery upon the feet, limited to those 
structures of the foot superficial to the 
inner layer of the fascia of the foot; 
the dressing, padding and strapping of 
the feet; the making of plaster models 
of the feet and the palliative and me- 
chanical treatment of functional dis- 
turbances of the feet as taught and 
practised in the schools of chiropody 
recognized by the examining board; 
prescribing subjects in which appli- 
cants shall be examined; providing for 
reciprocity on licenses; permitting use 
of title “doctor” with designation 
“chiropodist” or “podiatrist”; and pro- 
viding penalties for unauthorized 
practice. 

James W. Lawrence, Hartford shoe 
man, who is president of the Hartford 
Shoe Retailers’ Association and who 
formerly served as president of the 
old state shoe dealers’ organization, 
now defunct, told Boor AND SHOE RE- 
CORDER that the new law would not 
interfere with the sale by shoe dealers 
of foot appliances and similar correc- 
tive items, as the exemption written 
into the bill covers that situation. Mr. 
Lawrence and-other shoe men checked 
the terms of the bill before enactment 
and registered no objection , to its 
passage. 

Shoe dealers, with other merchants, 
benefited by the refusal of the General 
Assembly to enact a proposed state 
sales tax of 2 per cent on all retail 
transactions. The battle against this 
tax is not over, however, as a special 
session of the Legislature is antici- 
pated in the early Fall, at which time 
the sales tax project will undoubtedly 
be revived. 

Another measure which failed of 
passage at the regular session would 
have levied a special tax on all chain 
stores, including shoe chains. Many 
shoe dealers will pay increased taxes, 
however, under revisions of the corpo- 
ration and unincorporated business 
taxes. 


Closes Women's Department 


SEATTLE, WASH. — Long identified 
with the women’s shoe business in this 
city, -Allan’s, located at 1326 Second 
Avenue, is now closing out its women’s 
shoe section, to discontinue this de- 
partment, and concentrate on men’s 
shoes. 
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The quality of your merchandise is judged by the 
setting in which it is displayed and sold. 


Buyers of smart merchandise will patronize smart 
stores. An old-fashioned colorless shop is a handi- 
cap to sales, a brake on business progress. 


Shoe retailers who refuse to see the importance of 
these facts are paying a tremendous penalty in lost 
sales and lost profits. They are “missing the boat” 


while their more progressive competitors are forging 
ahead. 


Modernizing a store need not be expensive. We have 
accomplished some remarkable results in creating 


, CRAND RAPIDS STORE | 
* FOUIPMENT COMPANY ™ | cess revise sxe tnuipment co ™ 


Mein Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities 


and Factories: 
Michigan 





attractive and up-to-date store interiors at small 
expense, and the owners of such stores have told us 
of the decided and immediate upturn in sales which 
followed. 


The matters of store planning and the proper store 
equipment are far too important to leave to chance. 
The best counsel should be sought to insure the 
maximum returns from the investment. 


The services of this national organization, with thirty- 
five years of experience in this field are available to 
any shoe retailer, anywhere. A request for further 
information will not obligate you. Send coupon 
today. 





MAIL THIS COUPON TODAY 





Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name _Address__ 








City. State 
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SILHOUWELTS: 


Many leading manufacturers are 





















supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 
and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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To Shoe Merchants Who Want to Win More of 





America’s Fastest Growing Market 


A remarkable new shoe for women and an unusual program of shoe promotion will be presented 
at the Boston Shge Fair on July 8, 9 and 10. The shoe and the program offer retail shoe merchants 


an exceptional opportunity to: 


(1) Gain a decided competitive advantage, (2) reduce inventories and lines handled, (3) cut 
losses from mark-downs, and (4) lower operating costs. 


Announcing AMERICA’S WONDER SHOE 


Dbellaire 


The Key to America’s Fastest.Growing Market 


During the past season a saurpris- 
ingly different woman's shoe—the 
BELLAIRE — has been sold with 
great success by selected stores in 
key cities. The names of these 
stores indicate its possibilities. 
Among them are: Filene’s of Bos- 
ton, Dayton Company of Minne- 
apolis, H. C. Capwell Company of 
Oakland, Boston Store of Milwau- 
kee, O'Connor, Moffat Co. of San 
Francisco, MacDougall - Southwick 
of Seattle, and Forbes & Wallace of 
Springfield. 


The BELLAIRE program for this 
Fall includes every major city and 
trading area in America. It features 
the new in-stock BELLAIRE line in 


See the Wonderfully Different BELLAIRE SHOE at the Boston Shoe Fair, 
Hotel Statler, Rooms 500, 502, 504, 506, 508—July 8, 9 and 10. 


How Concealed 
Air-Cushions 

in the 
BELLAIRE 
SHOE 

Stimulate 

Blood 
Circulation. 


SNUG FITTING 
SPONGE RUBBER ARCH UPLIFY 
CUSHIONS MUSCLES AND 
AaCH BONES 


A PURE LIVE SPONGE 
PUBBER AI8-CUSHION— 60% a9 
ABSORBS SHOCKS AND STimuLaTES 
NORMAL CIRCULATION ~ EVERY 

“ASSAOES FOOT 





Staple numbers, Style-Arch num- 
bers and Spectators, retailing at $5 
to $6. 


This program will actively promote 
BELLAIRE sales in America’s Fast- 
est Growing Market —the 62% of 
all women who are over 20 years 


old. 


To these 38 million women BELL- 
AIRE—the Style-Massaging Shoe— 
has a powerful appeal. 


It offers them smart STYLE plus 
astonishing COMFORT. Its con- 
cealed construction stimulates that 
free blood circulation which science 
pronounces the sole basis of normal 
foot comfort and foot beauty. 
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BELLAIRE SHOE COMPANY 


DIVISION OF CORBIN-HOLMES SHOE COMPANY 


SPONGE QUBBER a8. CUSHION 


The Plan Behind the 
Wonder Shoe 


Back of the BELLAIRE SHOE is a 
complete Sales and Merchandising 
Plan for the retailer. In addition to 
powerful rotogravure and black-and- 
white newspaper advertising, direct 
mail, counter and window displays, 
it includes elements new to shoe 
merchandising — elements proven 
strikingly effective in securing new 
business. 


The details of the Plan will be com- - 
municated to responsible retailers in 

selected centers. If you desire to 

know more about the exceptional 

sales possibilities of the BELLAIRE 

SHOE and its unusual Plan, we 

shall be glad to answer your in- 

quiries. 





These BELLAIRE 
Representatives will 
: / show the Line at 
¥ Hotel Statler: 


FLEXIBLE STEEL SHANE 
THE arcH 


A. P. Walker 
G. E. Stickney 


Howard Connell 


# Pune Live 
Harry Carr 
ABSORBS SHOCKS 1O 
MEE NERVES 


Irving Hamburger 
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PRE-STICHED 


STORMWELT 


IS NEW, NOVEL AND HAS SALES APPEAL 


Pre-Stitched Stormwelt is in line with the 
trend toward style effects that satisfy the 
public longing for something different. 


A bold, rugged, well-waxed stitch follows along 
the rib of Genuine Barbour Stormwelt giving 
an effect of studied crudeness and a hand- 
sewed character. Note the distinct masculine 
ee touch given to the shoe. 
Desirable extra pairage sales can be antici- 
pated by dealers everywhere who carry Pre- 
Stitched Stormwelt shoes this Fall and Winter. 


MANUFACTURED ONLY BY 


BARBOUR WELTING COMPANY 
+" BROCKTON, MASS. : 


= ao STORMWELT SECTION SHOWING LOCATION OF PRE-STITCHING 
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NATIONAL NEWS 





Boston Fair Grips Trade Interest 


Biggest Shoe Market in Years Predicted, with Trade Conference 
Led by Presidents of Five National Associations 


BostoN—Plans for the Boston Shoe 
Fair, July 8, 9 and 10, the sixteenth 
under the auspices of the New Eng- 
land Shoe and Leather Association, 
have developed to such an extent that 
one of the greatest trade gatherings 
held here in years is being predicted. 

Of unusual interest is the announce- - 
ment that serves as a climax to a 
series of interesting events scheduled 
for Fair Week, that a national round- 
table conference of leaders of the in- 
dustry has been arranged for the trade 
luncheon at the Hotel Statler, Tuesday, 
July 9, at 12.30. Presidents of every 
national association of the industry 
have accepted invitations to attend and 
give expression to their views on trade 
conditions, which, at this particular 
juncture, are a subject of vital interest. 

These men, as leaders of tanners, 
shoe manufacturers, retailers, whole- 
salers and traveling salesmen, are ex- 
pected to set forth a course for the 
industry to follow during the remain- 
ing months of this year. 

It is seldom that any trade gather- 
ing draws together at one function the 
chief executives of all of the trade’s 
national organizations. Hence there is 
every reason to predict a record-break- 
ing gathering at this round-table meet- 
ing on Tuesday noon of Boston Fair 
Week, when F. A. Miller, of Columbus, 
Ohio, president of the National Boot 
and Shoe Manufacturers’ Association; 
Percival E. Foerderer, chairman of the 
board, Tanners’ Council of America; 
M. A. Mittleman, of Detroit, Mich., 
president National Shoe Retailers’ As- 
sociation; W. K. Masterson, of Boston, 
president, National Association of 
Shoe Wholesalers, and Leopold L. 
Imig, of Milwaukee, Wis., president, 
National Shoe Travelers’ Association, 
will be speakers. 

Other interesting events will be the 





LEATHER OPENING SEPT. 9-10 


New York—The Exhibit Committee of the 
Tanners’ Council. of America has announced 
that the Official Opening of American 
Leathers will be held at the Waldorf-Astoria 
Hotel, New York, on September 9th and 10th. 
The selection of the week following Labor 
Day has been made so that the opening will 
be held early enough to be of value to 
volume shoe manufacturers whose lines are 
prepared about that time. The new colors 
for Spring, 1936, will be on display also. 

The National Shoe Retailers Association 
will cooperate with the tanners and will 
arrange the Styles Conference as usual. 





harbor outing on Monday, July 8, when 
all visiting buyers will be guests of the 
Boston Shoe Travelers’ Association on 
an ocean cruise to world-famed Glou- 
cester, principal world port of deep-sea 
fishermen, combined with a fish and 
lobster dinner served “on the briny 
deep”; the annual golf tournament for 
trade visitors at Wollaston Golf Club, 
for which members of the trade have 
made generous contributions of prizes 
and which, for the first time, will be 
conducted under the auspices of the 
Boston Boot and Shoe Club; an auto 
ride and tea for women on Tuesday, 
and conferences with leading stylists 
of the industry. 

Apropos of the exhibit side of the 
Fair, it can be said that not for years 
have so many manufacturers evinced 
such wide interest or so large a num- 
ber arranged for displays. Already 


upward of 300 manufacturers have se-- 


cured display rooms at the Hotel Stat- 
ler and the Copley-Plaza Hotel, with 
additional entries coming in by every 
mail. Manufacturers inclined to ex- 
hibit should communicate with the 
Boston Shoe Fair, 166 Essex Street, 
Boston, and assurance is given that 


every effort will be made to meet their 
wishes. 

Members of the National Shoe Re- 
tailers’ Association, National Associ- 
ation of Shoe Wholesalers and National 
Shoe Travelers’ Association, as well as 
other members of the trade, may se- 
cure a substantial reduction in rail- 
road fare if, when purchasing their 
“going” ticket, they insist on receiving 
from the ticket agent a “convention 
certificate,” presentation of which at 
the Fair Headquarters in Boston for 
validation will entitle them to a re- 
duction in the cost of the return trip. 





Yearly Salary Plan for 
Nunn-Bush Workers 


MILWAUKEE—An important innova- 
tion in method of compensation in the 
shoe industry, which is expected to 
contribute much to a solution of the 
problem of seasonal unemployment, has 
been announced by Nunn-Bush Com- 
pany, men’s shoe manufacturers here. 
Workers in the Nunn-Bush factory are 
to go on a yearly salary basis, with 
assurance of fifty-two paychecks a year, 
regardless of conditions in the indus- 
try. Annual income of the workers will 
rise or fall with the company’s profits, 
but will under no circumstances be less 
than the amount now received, accord- 
ing to H. L. Nunn. 

“The whole plan is based on an 
agreement with the workers as to what 
part of the dollar we receive labor is 
entitled to,” Mr. Nunn said. 

Paychecks hereafter will be issued 
each week without regard to shut- 
downs. The plan guarantees forty-eight 
weeks of work, along with a fixed pro- 
portion of profits to be set aside as 
“group salary” and distributed as a 
bonus. 

Shoemakers have heretofore worked 
on daily or piecework wages. 

“We believe it’s quite a step for- 
ward,” Mr. Nunn said. “It is our theory 
that labor must be considered a part 
of the management, rather than as a 
commodity.” 
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THREE VITAL 
TRAFFIC BUILDERS 


Beauty « Luxury 
Comfort Underfoot 


OFT, luxurious floor coverings provide an im- 

mediate sense of comfort. They create that 
important first impression which brings people 
back again and again. 

Cover your floors with high-pile rugs and car- 
pets. They are soft and yielding underfoot and 
bright and colorful to the eye. 

For more than fifty years the Mohawk Carpet 
Mills have been weaving fine quality floor cov- 
erings for every purpose. They possess an in- 
built durability and long service economy that 
make them less expensive, especially when cus- 
tomer reactions are considered. 

And their wide range of pattern and weave 
enable you to select just what you want for the 
most appropriate color combinations. In 
Mohawk Rugs there are hundreds of lovely pat- 
terns. In Mohawk Carpets you may choose be- 
tween many patterns or the solid-color, wall to 
wall seamless floor coverings in 27 colors. 

Likewise Mohawk manufactures all the popu- 
lar domestic weaves, which means that you may 
select fine quality, durable floor coverings at just 
about what you want to pay. 

Consult the Mohawk Advisory Service which 
brings to your aid a Jong and rich experience 
in floor covering problems. Wire collect for a 
representative to call on you. The Advisory Serv- 


ice is without charge. 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVENUE, NEW YORK 
Regional Sales Offices: 

Atlanta Boston Chicago Dallas Denver Des Moines Detroit 

High Point Los Angeles Philadelphia San Francisco Seattle St. Louis 


1986, Mohawk Carpet Mills, Inc. 
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America’s Consumption 
of Footwear 


[CONTINUED FROM PAGE 27] 
are often added to the commodity lines carried in 
women’s apparel stores. 

In the smaller communities it is evident that depart- 
ment stores, family clothing stores, and country general 
stores are as important aggregate distributors of shoes 
as are strictly shoe stores. In extreme contrast, perhaps 
more than two-thirds of the shoes sold in large cities 
are sold in specialized shoe stores. 





40% Through Rear Door 

Los ANGELES, CaLir.—Forty per cent of all business 
at the C. H. Baker store, 5404 Wilshire Boulevard, 
comes in at the rear door, according to Harry Fox, 
manager. 

This condition is due to the fact that display win- 
dows practically as attractive as those at the front have 
been built at the rear facing the parking area. They 
are also visible diagonally from the cross street 
sidewalk. 

“Exactly as much care is taken in trimming the alley 
windows as in trimming the front windows,” says Mr. 
Fox, “and the same merchandise is featured, with a 
little more spot-item effect perhaps, as is featured in 
the front windows with the exception of evening san- 
dals. We have not found the alley windows effective 
with evening sandals, so have quit featuring them 
there.” 

Due partly to the fact that the store draws from two 
directions the total of gross sales has mounted rapidly 
since the establishment of the store last August, the 
number of salesmen being practically doubled since 


the opening. 





Improves Store 

Los AnceLEs, Cauir.—Paul Jesberg, proprietor of 
several Walk-Over stores in southern California, has 
added a new modern front to his main store at 716 
South Broadway. Light backgrounds have replaced the 
darker ones formerly used. The field of the back- 
grounds is primavera and the trim of zebra wood. 

Vertical lines in brass augmented by lines in the 
new terrazza floor in the entrance give the window the 
appearance of greater depth although the depth ha- 
not been increased. The outer color scheme has been 
made to fit in with the verd-antique marble below the 
glass. The entrance door has been cut wide replacing 
two narrower entrances formerly used. A modern dis- 
play island, harmonizing-with the general window plan. 
occupies space in the center of the entrance recess. 

As rapidly as it can be done without interfering 
with business and traffic the entire interior of the store 
will be modernized and refinished. 

The location is one of the most central in Los An- 
geles, and Mr. Jesberg has long stood among the top 
few in the retail shoe industry in California. 
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George Miller Sails for Europe 


New York—George Miller, president 
of I. Miller & Sons, Inc., sailed on the 
Normandie, Saturday, June 22, for 
Europe. He will visit the style cen- 
ters of Europe, principally those in 
England, Italy and southern France, 
and study the foreign markets and the 
style trends for the Fall and coming 
Spring. 


GEORGE MILLER 


While in England, Mr. Miller plans 
to establish an export sales office in 
order to distribute I. Miller shoes in 
England, Australia, New Zealand and 
South Africa. Mr. Miller plans to re- 
turn to this country about the second 
week in August. 


Disposes of Interests 


PHILADELPHIA, Pa.—The _ Penn 
Leather Company has disposed of all 
its interests in shoe machinery by the 
sale of the Penn Standard Sole Ce- 
mented Process, Inc., to W. S. Ander- 
son, who is no longer connected with 
the Penn Leather Company in any ca- 
pacity. 

Sedgwick Kistler has been elected 
president of the Penn Leather Com- 
pany, 


Shoe Shop in New Location 


MiaMI, Fuia.—The Lorraine Chil- 
dren’s Bootery, for years located in the 
Lorraine Arcade, has moved to larger 
quarters and is now occupying the 
corner of S. E. First Street and S. E. 
First Avenue. The newly decorated 
and remodeled store building presents 
a pleasing appearance in its dress of 
ivory. The business was established 
in 1924 and is owned by Mrs. Florence 
Dorothy Gallagher and Miss Sara 
Dorothy. 
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New Hudson Department Attractive 


Modern Ideas in Equipment, Service and Display Incorporated 
in Detroit Store Shoe Section 


DETROIT, MicH.—One of the most 
modern economy price shoe departments 
in a mid-western department store, has 
been opened by J. L. Hudson Company. 
The former low priced women’s shoe 
department has been modernized in ap- 
pearance and policy under the man- 
agement of Guy Dixon who assumed 
charge last Fall. Formerly merely a 
selling space for shoes with the bargain 
sale idea rather prominent, it has been 
gradually transformed within the past 
month, a section at a time. 

The space consists of 11 bays of the 
building, about six thousand square 
feet, with a seating capacity of three 
hundred customers. It has been done 
over in light woods, finished in natural 
maple with the ultra-modernistic touch 
of this finish enhanced by trim through- 
out of the striped zebra wood., Chairs 
have been painted in a light tan color 
to fit in with the permanent fixtures, 
of a slightly darker and thicker shade. 
All fixtures match the natural wood 
and zebra wood pattern. 

Bulk of the stock is concealed, aside 
from fast moving and specialty items, 
which are displayed around the col- 
umns. There are ten of these, with 
octagonal shelving around them up to 
a low counter height. The four smaller 
sides are devoted to angled mirrors, 
which are excellently designed for the 
customers’ use in observing shoe ap- 
pearance. The column sides above this 
are each equipped with three small steel 
racks for shoe display, with other shoes 
displayed on the 15-inch shelf above 
the stock shelves. 

A series of 25 shadow boxes has been 
designed against the walls, about two 
to each bay. These have the three- 
series staggered shelving, and allow dis- 
play of five to six individual shoes. In 
between the shadow boxes, large photos 
of footwear in latest styles are shown, 
enlarged to about life size, showing the 


shoe in actual wear. These cover the 
wall, one to each panel, around the 
store, giving emphasis upon shoes with 
all the advantages and attractiveness 
of a genuinely concealed stock which 
is carried back of the partition wall. 

Each section of the department is 
itself departmentalized. Signs, lighted, 
black on white background, identify 
each for customers. Those now used 
are: Junior Miss, Hudson Arch Shoes, 
Novelty and Leisure Footwear. There 
is space for another department as 
policy requires. 

In every bay is a three by six counter 
at the side toward the center of the 
store, used for current special items. 
A stock of this item is kept boxed on 
shelves under the counter, while an 
adequate display is kept above it. In 
this manner, the store avoids extreme 
emphasis upon exclusiveness, which 
would be poor merchandising for a de- 
partment of this type. 

A special department at one end is 
devoted to slippers and findings—ac- 
cessories of all types are stocked here. 
By separating them from the rest of 
the department, sales emphasis and 
suggestive selling can be used to con- 
centrate upon building total volume in 
the section. 

The department is laid out in the 
shape of an L, occupying a corner of 
the store building, nearly a hundred 
feet along each wall. It employs 70 
to 75 salespeople, and four to six 
cashiers regularly. 

Price policy of the department in- 
cludes shoes up to six dollars. At the 
upper levels, this slightly overlaps the 
higher priced style floor of Hudson’s. 

It is in effect the adoption of the idea 
of shoe store departmentization to a 
single department. Each type of stock 
is kept rigidly separate, and the entire 
department is run on much the same 
lines as a large shoe store. 





Shoe Stores Aid Foot 
Comfort Week 


BALTIMORE, Mp.— Leading depart- 
ment stores, exclusive shoe shops and 
specialty shops, tied up with Dr. 
Scholl’s Foot Comfort: Week, observed 
the week of June 15-22. Special dem- 
onstrations of Dr. Scholl’s appliances 
were featured, and treined Dr. Scholl's 
representatives were in attendance. 
Pedo-graph imprints were offered and 
the use of proper appliances to insure 
maximum footwear comfort was ex- 
plained. 


Family Shoe Store Opened 


New KENSINGTON, Pa.—Harry 
Schwartz, owner of the Edna Jean 


Shoppe at 6229 Frankstown Avenue, 
Pittsburgh, Pa., has opened a new 
store at 413 Ninth Street, New Ken- 
sington. The new store is named the 
H & S Family Store. 

Mr. Schwartz, a veteran shoe man, 
anticipates a successful and prosperous 
future in his new enterprise. 


A. J. Slade New Manager 


JACKSON, Miss. — A. J. Slade has 
taken over the management of the shoe 
department of R. E. Kennington’s. 

Mr. Slade’s former connections in- 
clude thirteen years with the retail 
stores of Thomas G. Plant Corp. The 
last two years he has been connected 
with Gus Mayer of New Orleans, La. 
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A NEW FALL MODEL BY 
P. W. MINOR & SON, INC. 


GIVE YOUR SHOES 
EXTRA “SALES APPEAL” 


attention at once. 


resulting in a greatly 


every type of shoe in 


Northampton 
England 
Melbourne, Australia 





alr 


Fairy Forms assure the shoe merchant of displays in his 
windows and on his counters that will attract the customer’s 


Fairy Forms set off neatly and accurately all the features of 
style and fit in every shoe. 
your window as it will when worn on the customer’s foot, 


Made in all the popular colors, there is a Fairy Form for 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


WITH 


forms 
"ed 


- 





‘AND FOREIGN PATENTS 


Footwear looks the same in 


increased sales appeal. 


your store. 


Paris Frankfort 
France Germany 
Mexico City, Mexico 

















To Display "Tested 
Lastex" in Boston 


BostoN—One of the most interest- 
ing exhibits at the Boston Shoe Fair 
will be the presentation by Gregory & 
Read of their new “Lastex” line, com- 
prising a complete line of footwear for 
every occasion. 

The introduction of “Lastex” fabrics 
into the shoe industry is a new devel- 
opment which will be watched with 
keen interest by the trade because of 
the remarkable possibilities it opens up 
in the direction of increased fit and 
comfort. “Lastex” is the nationally ad- 
vertised patented elastic yarn which 
can be knitted or woven into any type 
of fabric, endowing it with permanent 
elasticity. In the last few years the 
use of “Lastex” fabrics has grown with 
phenomenal speed in several indus- 
tries, but it is only within the last year 
that fabrics have been created specifi- 
cally designed for the shoe industry. 

The new Gregory & Read line is the 
result of elaborate and thorough ex- 
periments made by this firm during the 
past year. Experimental shoes were 
first made and tried out in their own 
factory with such encouraging re- 
sults that this Spring they decided to 
offer a few thousand pair to the deal- 
ers with the expressed understanding 
that they were experimental and were 
offered for the purpose of obtaining 
evidence as to dealer and consumer 
reaction. According to Mr. Harriss, 


sales manager for Gregory & Read, 
this trial balloon proved so successful 
that it determined the firm to create a 


full line for this Fall. Mr. Harriss 
declares that of the trial shoes sold not 
one single pair was returned and not 
one adverse criticism received. 

Up to the present the main adapta- 
tion of “Lastex” materials to shoes has 
been in the quarters, and the manu- 
facturers claim that these flexible 
quarters not merely create a shoe that 
fits like a glove but eliminate pinching, 
gapping and sliding. Gregory & Read 
report the initial sales on their new 
Fall line have been most encouraging, 
and that they believe that the “Las- 
tex” shoe is here to stay and will de- 
velop into an important staple in the 
industry. 





Enna Jettick Salesmen 
Win Cars and Cash 


Avusurn, N. Y.—Five hundred Enna 
Jettick salesmen in stores all over the 
country are richer this month by 
actual cash or by a 1935 Plymouth 
sedan as a result of their efforts in 
the recent Enna Jettick Salesmen’s 
Contest. 

Now riding around in their shining 
new cars are “tops” salesmen H. M. 
Roff of the Bon Marche, Seattle, 
Wash.; R. J. Walls of the Nelson Shoe 
Co., Wilmington, Del.; Joe Livingstone 
of Livingstone Bros., Clarksburg, W. 
Va., and Abraham Cohen of the Royal 
Shoe Store, Pottstown, Pa. 


To the remaining 496 contest win- 
ners, checks totaling $8,000 have been 
mailed. And each of the 500 winners 
has been presented with the pin of 
“The 500 Club,” which marks them as 
the 500 leading salesmen of Enna Jet- 
tick shoes. 

The contest which closed June 1 was 
conducted for the preceding nine sell- 
ing weeks. The four top winners rep- 
resent the four different groups into 
which the stores were divided, as fol- 
lows: Group 1, department stores in 
cities of over 100,000 population; 
Group 2, shoe stores in cities of the 
same size; Group 8, stores in cities of 
20,000 to 100,000 population; and 
Group 4, stores in cities under 20,000. 

Points were won for selling the 
greatest number of $5 and $6 Enna 
Jettick shoes to both new and old cus- 
tomers. 





To Merchandise Luggage 
and Shoes 


DALLAS, TEXx.—Bert Eastman, shoe 
buyer, has also been named merchan- 
dising manager of the luggage shop at 
Neiman-Marcus Co., Dallas, Tex. Mrs. 
Margaret Otto will continue as lug- 
gage buyer. The luggage and shoe 
shops under Mr. Eastman’s jurisdic- 
tion are adjoining on the first floor. 
Mr. Eastman’s appointment was made 
by H. Stanley Marcus, vice-president 
of the firm. 
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EPLE SHOES 
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They wax Syusiness 
STATLER HOTEL: BOSTON - ROOM 778 
Boston Shoe Fair July 8°9°10 
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Men's lines to retail... $4 to $6 
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Detroit Stores Go Modernistic 


DETROIT, MicH.—The latest Detroit 
store to go modernistic in a big way is 
Norman’s, on West Grand River Ave- 
nue, downtown. Now known as The 
Greater Norman’s, the store is using 
vitriolite front, predominantly gray, 
with tiled entrance in orchid and light 
blue shades. A center entrance is used, 
with the two side windows broken into 
seven separate fronts each. A main 
buiiding column running through one 
window has been used to hold a mir- 
ror on each side, giving a striking 
symmetrical effect. 

Seating capacity has been increased 
to 47 chairs, with all chairs of new red 
leather, chrome trimmed design. The 
interior is finished in stippled green 
and cream, with a light orange trim. 

Volume of business is up 50 per cent, 
Norman Rosenberg, proprietor, re- 
ported. The big trend is toward san- 
dals, with 75 per cent of the store trade 
in this field at present. Lines are be- 
ing featured at $1.99 and $2.65. 

L. Drapkin is manager and buyer 
for the store, and D. Goldfine is as- 
sistant manager. 


Shoe Company Incorporated 


JERSEY City, N. J.—The Septum 
Shoe Corp., 26 Journal Square, this 
city, has been incorporated with a 
capitalization of $50,000. Julius Kos- 
low is registered agent. 


What's New 


New Finishing Process 


SALEM, Mass.—Gilbert D. Sart, of 
the Gilsart Tanning Co., has secured 
patents on a method of finishing leath- 
er. The invention provides for emboss- 
ing a design on the grain surface of 
the leather, snuffing off the raised fig- 
ures of the design, and then treating 
the leather in a bath with such results 
that the design is reversed. 


Works on New Type Last 


DeTROIT, MicH.—William P. Pur- 
field, owner of Purfield’s Foot Com- 
fort Shop, reports that March was the 
only month in a year that did not show 
a steady improvement over the pre- 
ceding year’s corresponding month. 
The trend toward upward business 
volume has been resumed again. 

Mr. Purfield is working on a new 
type of last, which is designed to alter 
shoe fitting radically. He says the 
standard measurement last fits only 5 
per cent of feet. He is working on 
types designed to fit all sizes and con- 
ditions of feet, and to reduce this to 
as few a number of new standard lasts 
as possible. A device has been found 
by which three types may be used in a 
single last. 

Mr. Purfield is known as the orig- 
inator of both the wide bottom fore- 


part and the wide heel seat, used on 
lasts first at the Pingree factory in 
Detroit, some 30 years ago. 

Mr. Purfield is also engaged in writ- 
ing a book, tentatively called “Putting 
America on Its Feet.” It will be a 
summary of his life work on foot 
health. 





Harry Wilson Holds Outing 


ORLANDO, FLA.—More than 50 shoe 
store proprietors and their employees 
and friends were guests of Harry Wil- 
son of the Wilson Shoe Store at Trout 
Lake recently. The party left Orlando 
at noon and spent the half holiday hav- 
ing an enjoyable time at the Wilson 
camp. 


Winkelman To Open New Store 


NEw YorK—The Winkelman Shoe 
Company will open a new store Aug. 10 
at 489 Fifth Avenue. The two stores 
that are now in operation at 471 and 
535 Fifth Avenue will be closed and 
combined into the new store. 

The new store will be modernistic in 
design with indirect lighting and only 
occasional fitting chairs instead of the 
conventional row of chairs. The front 
of the store will be panelled in a light 
wood and only in the rear of the room 
will the stock be open to view. 

Al Klein, manager of the store at 
471 Fifth Avenue, will be the manager 
of the new and larger store. 
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KUMFORT-ARCH SHOES 
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KUMFORT-ARCH SHOE 

Trade Mark Reg. 

Moulded to the exact contour of the foot. 
* 


Comfort emphasized by sponge rubber 
metatarsal support and cupped heel cush- 
ion with nailless heel seat and extra heavy 


€0° 




















THE LAST: 
THE TREAD: 

























THE SHANK: 












THE NAME: 


Arch shank protected by U. 8. Patent No. 1,743,648 


BOSTON 
SALESROOM 
119 LINCOLN 
STREET 





THE PRICE: 








AUGUSTA .- 











innersole. 


Wide tempered steel for support. 


THE COUNTER: honor fogs Senpent counter and right 


Kumfort-Arch helps the wearer to re- 
member a truly comfortable shoe. 


Sound features plus smart styles and the 
best materials possible to produce 


° K.P. HAZZARD co. 


* 





* 


* 


IN $5 RETAILERS 


- MAINE 

















Murray S. Rolfe Joins Delman as manager of the Delman, Madison 
Avenue Salon in New York. He has a 
New York—Murray S. Rolfe, who well-rounded knowledge of the shoe in- 
a, — _ Page roses shoe dustry as a whole from the angles of 
uyer from Saks-Fifth Avenue, has i i ; 
joined the Delman staff and will rep- a See 
resent the Delman line on the road. 













Cooperative Effort on Store 


Modernization 


New York—The Pittsburgh Plate 
Glass Company and the Westinghouse 
Lamp Company held an informal co- 
operative meeting June 17 at the 
Waldorf-Astoria hotel at which four 
new slide films, developed by these com- 
panies on the subject of store modern- 
ization, were shown to an interested 
audience. These films were made to be 
used to bring to the eyes of the retailer 
the advantages of store modernization. 

The first film shown was entitled 
“The Eyes Have It.” This film showed 
the importance of sight in merchandis- 
ing, depicting the importance of the 
appearance of the store front in at- 
tracting and holding patronage. 

Film number two was_ entitled 
“Here’s How.” This film was prepared 
from actual installations, showing be- 
fore and after photographs of various 
stores, giving reasons why modern- 
ization was decided upon, and pointing 
out the actual sale and profit increases 
realized, 

Film number three was entitled “Dol- 
lars on Parade” and dealt with the 
importance of proper window lighting. 
The difference between a well lighted 






























MURRAY S. ROLFE 






Mr. Rolfe is thoroughly familiar with 
the Delman line, having been associ- 
ated with Mr. Delman for many years 







and a poorly lighted window was ex- 
plained, as well as the questions of how 
much light is necessary, what type of 
equipment is best suited, and the proper 
wiring needed. 

Filza number four was entitled “Sell- 
ing with Light.” This film analyzed 
the interior lighting of the store, de- 
scribing the general illumination as 
well as showcase and wallcase lighting 
and the importance of the right paint 
as to color and finish. 

Previous to the showing of the films, 
Federal Housing Administrator 
Mitchell gave a short talk on moderni- 
zation and the efforts of the Federal 
Government in furthering this develop- 
ment, as well as the help it gave to in- 
dividual property owners in moderniz- 
ing their properties. Following the 
showing of the films there was an open 
forum discussion, with questions an- 
swered by representatives of the two 
companies. 





A New Shoe Store 


AKRON, OHI0—King’s Shoe store, a 
new retail shop merchandising women’s 
footwear exclusively at one price, $1.99 
the pair, has been opened at 118 S. 
Main Street with Nate Maitland as 
manager. The location has been com- 
pletely modernized. The front presents 
an attractive modern treatment of 
black vitrolite combined with chromium. 
The display windows have backgrounds 
of original oil paintings. 
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See Our Entire Line at the Boston Show Rooms 574 & 576 Hotel Statler 





MOONBEAM 


CARRIED IN STOCK 
in High or Baby Louis 
Heels. 


CAMPUS 


CARRIED IN STOCK 
in Flat or High Heels. 


CAPRI 


CARRIED IN STOCK 
in Flat or High Heels. 


CARRIED IN STOCK 
in Flat Heel Only. 


MARCEL 


8s. This Pattern is 
Not Carried in Silver Kid. 





Above Shoes Carried in Black Faille $2.00, White Faille $2.00, Genuine Silver Kid $3.35 








Terms 2% 10 days, Net 30, F. O. B. Factory 
(25¢ Service Charge On Orders Less Than 3 Pairs) 


HANNAHSON’S, Haverhill, Massachusetts 


Send for New, Complete Fall Bulletin 











Shoe Market for Coulee Workers 


GRAND COULEE, WASH.—About 30,- 
000 pairs of boots are to be required 
jn the building of the Grand Coulee 
Dam. Influx of boot salesmen has 
started, and efforts are being made to 
sell the MWAK contracting company, 
harnessing the Columbia River power 
for the Federal Government at huge 
expenditure, the many thousands of 
new boots that will be used up in the 
building of this great project. 

The 30,000 pairs of boots are to be 
used on the concrete placing operations 
of the dam alone, which will begin next 
Fall. At Boulder Dam 18,000 pairs of 
boots were used, the salesmen have 
pointed out to authorities here, and the 
difference represents the greater mag- 
nitude of the concrete operations in 
‘this region, since the concrete set-up is 
much more elaborate than at Boulder 
Dam. 

Boots are absolutely required by 
‘thousands of the men who will slosh 
around in the wetness and the slime 
of mud and concrete mush during the 
mixing and the concrete placement 
work that will be undertaken at the 
close of Summer. 

Many shoe stores and shoe outlets 
in department stores have sprung up 
in the towns, newly adjacent to the 
dam site, selling work shoes as well 
as dress and other types of shoes in- 
dividually to the workers and the 
‘population of all sorts that has been 


attracted to the Federal spending re- 
gion with its large payroll circulating 
as the dam is being built. 


Shoe Retailers Deplore Loss 
of NRA 


BuFFALO, N. Y.—Surveys conducted 
by three local newspapers among shoe 
retailers in all shopping areas of the 
city showed close to 60 per cent ex- 
pressed disappointment over the Su- 
preme Court decision outlawing NRA. 
Among those who refused to mourn 
over the death of the Blue Eagle were 
small neighborhood shops which felt 
the restrictions seriously handicapped 
their business. 

The Liberty Shoe Co., one of the 
largest independent chain store retail- 
ers of footwear in the city and subur- 
ban areas, has assured employees there 
will be no change in wages or working 
hours and said all the provisions of the 
code will be voluntarily complied with 
in the operation of the business. 

A. S. Beck, chain shoe retailers, used 
an advertisement in the newspapers 
saying, “There will be no revisions in 
store hours or wage scales as set forth 
in the NRA code under which we have 
been operating. We were among the 
first in America to support the Recov- 
ery Act, and we believe that the prac- 
tical benefits of the NRA to the wage 
earners of America in the matter of 
work hours and wages should be con- 
tinued.” 


Charles Hahn, Jr., vice-president of 
Sattler’s, Inc., Broadway shoe retailers, 
assured employees there will be no 
change in either hours or wages and 
said all provisions of the NRA will be 
voluntarily continued by the manage- 
ment. He also indicated the usual Sum- 
mer vacations will be continued and the 
store will be one of the few in the city 
to close all day Wednesdays during 
July and August. Mr. Hahn said plans 
are being made for the construction of 
a 5000 square foot open air recreation 
center on the roof of the store for the 
benefit of employees. 


Varied Heels for Sandals 


Los ANGELES, CALIF.—Let your con- 
science be your guide in the matter of 
heel heights, is the word coming from 
the I. Miller stores here right now. 
Sandals are the subject under discus- 
sion. 

The call of all feet for smart specta- 
tor sandals this summer makes variety 
in heel height mandatory, it is pointed 
out. Leaders put forward are a high 
heel, closed toe T-strap spectator san- 
dal in chamois color doeskin (also in 
white), a medium-height sandal, closed 
toe T-strap in white and natural linen, 
and a very low-heel spectator sandal in 
blue or brown linen. The variety of 
consciences is found to equal the variety 
in heel heights. 
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Shoe Trees 





QUICK PROFIT ITEM « 50) 


SIMPLEX SHOE TREES : 
SELF ADJUSTING \J 










A Sq P fon mee 
Inserts or Removes ane womee 
wok pon Simplex 
co. 


SHOE TREE 


i i ed he hl 


Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand Turned, Cement 
A or Padded Sole 
For Men, Women, Children 

77 Styles in Stock 


Send for Catalog 


No. 1605, 
Padded sole 


A 

A 

as, W 
Ton std Bc, A 
A 

A 





$1.25 





L. B. EVANS’ SON CO. 
Wakefield, Mass. 


A 
A 
A 
A 





Women's Shoes 


| 














After A Four Weeks Over- 
demand We Are Now Caught 
Up and Can Fill Your Imme- 
diate Needs on The Capri in 
White Kid and White Linen. 


Aoosn w= 
AOOsw Zam 





White Linen Flat, Cuban or High Heel $1.85 
White Kid Flat, Cuban or High Heel $2.10 


Send for a Complete In-Stock Bulletin. 
Terms 2% 10 Days, Net 30. F.0.B. Factory 


HANNAHSONS 


HAVERHILL, MASS. 
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Modernizing Buck's Shoe Store 


SEATTLE, WASH.—A recent reorgani- 
zation has changed the name of the 
Buck Shoe Company to Buck’s Shoe 
Store, with Mrs. A. Laurie Buck as 
sole owner. George Buck, who opened 
this exclusive Ground Gripper Shoe 





MRS. A. LAURIE BUCK 


Store in this city 20 years ago, passed 
away a year ago. Then, Mrs. Buck re- 
sumed her store activities which she 
had discontinued two years after the 
store’s opening. Continuously and suc- 
cessfully, she has carried on the ex- 
clusive Ground Gripper agency in this 
city. The business has developed and 
grown steadily. 

Assisting Mrs. Buck is her store man- 
ager, C. R. Harper, who has been with 
the company for the past 14 years. 





PLAN SHOE SALESMEN'’S SCHOOL 
IN NEW YORK 


New York—With the cooperation of the 
Board of Education of New York City, Adult 
Education Division, Chauncey R. Porter, super- 
visor of the State Department of Adult Edu- 
cation of the Commercial Division; Mr. Fans- 
ler, assistant to Dr. Dearborn of New York 
University; Dr. John W. Herring, co-ordinator 
of the adult education, and A. S. Massell, 
principal of the Central School of Business 
Arts, it is planned to organize a class in 
shoe salesmanship in New York City. 

In addition it is planned to organize a 
group of young men and women, preferably 
with a college education, who will fit into 
the retail shoe sales field. 

The Adult Division has been fortunate 
enough to secure the services of John L. 
Harris, who has had considerable experience 
in this field, along with Louis G. Feman, who 
has already done extensive work toward edu- 
cating shoe salesmen, and the counsel of 
Arthur D. Anderson, editor of Boot and Shoe 
Recorder. 

The course will cover a period of six 
months to a year and will include not only 
the art of selling shoes but the understand- 
ing of their manufacture, design and a 
knowledge of orthopedics. 

Instruction will be free to a selected num- 
ber of students entering this course. 
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Larger Sizes for Women 


OmanHa, Nes.—Profits are being 
made out of the increasing size of 
women’s feet by the Drexel Shoe Com- 
pany. For the first time in the history 
of this store, the oldest retail shoe 
store in Omaha, they are stocking size 
12 shoes for women—and are selling 
them! 

Women’s feet are increasing in size, 
according to V. P. Rosenzweig, presi- 
dent of the company, and sizes never 
called for before are being asked for 
repeatedly today. Pavements and the 
general mode of life today are given 
as the causes which are making wo- 
men’s feet lengthen out. 

“We are now stocking size 12 shoes 
up to triple A’s,” he says, “and we are 
finding a ready sale for them because 
women who need that size cannot find 
them elsewhere. Other shoe men seem 
to fit them short and wide and think 
that is all that can be done. But the 
shoe man must recognize that women’s 
feet are lengthening and the woman 
who wore a size five shoe a few years 
ago is now wearing about a seven. If 
this average woman has that experi- 
ence, what of the women who had feet 
a little larger several years ago? They 
are not able to find shoes to fit them 
today. We have them and we are sell- 
ing them right along.” 

Mr. Rosenzweig tells of a very out- 
standing case just a short time ago. 
A very large young girl came to his 
store, and with grief in her voice 
asked if he could possibly fit her. 
When he took off her shoe he found 
her foot was heavily bandaged. When 
inquiring why, she told him because 
her feet were sore from having to wear 
shoes that were too small. He looked 
at her old shoes. They were size 10. 
Her foot measured size 12. 

“Drexel’s fitted the girl with the first 
pair of comfortable shoes she had been 
able to find,” says Mr. Rosenzweig, 
“and I know that we have made a per- 
manent customer.” 

Queries in other shoe stores revealed 
that in all shops in which the question 
was asked size 10 was the largest shoe 
carried. Merchants agree that wo- 
men’s feet are increasing in size, but 
the fact that profits are possible in the 
very large shoes seems to have slipped 
by their notice. 

Ordinarily, according to Mr. Rosen- 
zweig, the woman with the larger foot 
either hobbles about in shoes that are 
too small or has to have her footwear 
specially made. A small stock of these 
larger shoes is bringing these dis- 
tressed women to the Drexel Shop and 
making steady customers for the shop. 





Ben-Berk Moves Offices 


Ben-Berk Fashion Creators, Inc., 
whose president is Arthur Bender, 
noted’ shoe stylist, have moved from 
Room 803 in the Marbridge Building 
to larger and more attractive quarters 
in Room 903 of the same building. 
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Illinois Convention Was Best Ever 


All-Time Record Set for Attendance, and Style Talks 
Gave Illuminating Picture of Fall 


SPRINGFIELD, ILL.—“The most suc- 
cessful convention ever held by the 
Illinois Shoe Retail Association” was 
the report of all who attended the meet- 
ing in Springfield last week. An all- 
time record for attendance was set, 
with over 250 buyers registering and 
62 manufacturers exhibiting. The Illi- 
nois State Shoe Retailers convention 
was given to the retailers with the 
compliments of the Shoe Travelers As- 
sociation, and it was held at the Hotels 
Leland and Abraham Lincoln. 


Reverse Calf To Be Popular 


The style trends for Fall, as indi- 
cated by the buying power at the show, 
indicated a large volume of business 
in Bucko or reverse calf type of shoes. 
Brown is expected to be stronger in 
men’s shoes this year than it has been 
for a good many years past. Gray 
will also be in evidence for the early 
Fall season. In the reverse calf num- 
bers the “monk type” and the broad 
strap models will be among the best 
sellers, and a large percentage of these 
will have crepe rubber soles. Also the 
heavier type grain leather shoes will 
be in big demand. 

In his talk on women’s styles, Mar- 
cus Rice, of Famous Barr, said. he 
thought the following numbers would 
be most in demand: Four, five, six and 
seven eyelet oxfords, the cross strap 
oxford, high cut oxfords, the flat heel 
tailored oxford, the one eyelet tie with 
a large tongue, side lace oxfords, of 
fabric with suede trimming, and the 
belted oxford with a square buckle, 
broad strap, and high heel. 

Among the most popular leathers for 
the. early Fall will be suedes and rep- 
tiles. Patent will be favored for cer- 
tain types of shoes. Also fabrics will 
be much in the picture. A large per- 
centage of the suedes will be trimmed 
with patent, lizard, calf or kid. 


Sandals for Evening Wear 


Evening sandals for Fall will be 
much in demand, but they will be more 
closed up than before. The T-strap, 
open shank sandal with closed back and 
toes in a white dyeable satin is recom- 
mended as one of the best bets. A re- 
turn of reptile shoes is, expected, with 
high heels and short shanks. In the 
evening slipper line it is believed that 
a good many of the low heeled slippers 
will be sold, also the new “transition 
flat” with a 12/8 heel will be popular. 
Another good seller is expected in the 
broad strap shoes with large side 
buckles. 

A very attractive color combination 
will be found in a dark brown suede 
with a lighter brown calf trimming. 
Ginger Brown is recommended in tai- 
lored shoes only. Blue, green and 


o 


Burgundy will be in demand from 
about Aug. 1 to Sept. 15. Black is 
thought to be first choice in suedes, 
with brown next, and the plain suedes 
will sell better than the embossed 
suedes for early Fall. As the bad 
weather begins to set in calf and kid 
skin shoes will replace the suedes and 
fabrics. 

Some very interesting viewpoints on 
the men’s shoe situation were contained 
in the address of Harry Silver, of 
O’Connor & Goldberg, Chicago, who 
said in part: 

“If we look -back over the past 10 
or 20 years in the shoe industry, and 
note particularly the progress made in 
the women’s division, we can very eas- 
ily call to mind the tremendous prog- 
ress made in the presentation of styles, 
resulting in an almost incalculable in- 
crease to the retailers, both in units 
and in dollars. Not that the men’s shoe 
division is comparable, pair to pair to 
the women’s industry in point of sales, 
because of the numerous costumes 
needed per year in the wardrobe of the 
average woman. But it presents a par- 
ticularly interesting study of what can 
be accomplished by instilling the idea 
of style into the minds of the buying 
public. This can be promoted to a sub- 
stantial degree in the men’s industry. 


~ One Third for Style Shoes 


“Those retailers, particularly indi- 
vidual store owners assembled at this 
meeting today must, in my opinion, 
keep a few things in mind that would 
perpetuate their staying in business 
on a profitable basis. After placing 
orders for footwear for your season 
in practical, staple shoes, you must 
set aside a reasonable amount or per- 
centage of your purchase allotment for 
highly styled footwear. What they 
term in the style report one-third of 
your styles should be of style value. 

“Of course, we all know that our 
staple, practical purchases will always 
sell, and sometimes sell without even 
a customer coming into your establish- 
ment—sometimes by card and some- 
times by telephone. This one-third of 
highly styled shoes should be in the im- 
portant fashion trend. Even if they 
are purchased in very small quantities, 
they make exceedingly attractive win- 
dow shoes and it gives your plain, 
staple merchandise a highly styled ap- 
pearance and puts men’s merchandise 
into the style picture. 

“To bear out my statement that men 
want style in shoes, we do not have to 
go back many years; in fact, many of 
you retailers here will remember that 
the style trend of the shoe business 
was on men’s shoes and not on women’s 
shoes. Men wore narrow, poihted toe 
shoes. From that they jumped to big, 
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Paul O. Kuehn, 


nationally known 
shoe merchant 
of South Bend, 
Indiana. 


“On February Ist, 1926, a fire in 
the same block ate its way into 
my building through the basement 
and destroyed the entire stock and 
fixtures except a few fixtures we 
carried out, and in less than ten 
days I received the full amount of 
fire insurance which I carried; 
namely, $35,000.00. Their speedy 
cooperation made it possible for 
me to re-establish a new location 
without much loss of trade. Their 
adequate surplus and unsurpassed 
business ability makes me feel se- 
cure and happy to carry insurance 
with the National Retailers,” 


This million dollar, legal reserve, 
mutual insurance company writes Fire 
insurance and allied lines for high- 
grade shoe merchants under dividend- 
paying policies. 


TWAINW SHITIWL2Y TWNOTLUN 


Write us about your Automo- 
bile, Casualty and Fire insur- 
ance needs. No obligation is 
involved. 


INVUNSNI 


JAMES S. KEMPER, PRESIDENT 
Mutual Insurance Bidg., Chicago, U.S.A. 
NATIONWIDE SERVICE FACILITIES 


ANVdINO) 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles 2-6 

Send for In-Stock 
Catalog. 
MRS. DAY’S IDEAL BABY 
SHOE CO 


Locust St. Mass. 





Danvers, 

















wide freak toe shoes and later on they 
went to the extreme military heel with 
freak toe. Then to the Turk toe and 
then to the Potay last. From there 
they went to the shoes with the big 
knob on the toe. Fashions changed 
twice a year from one extreme to an- 
other. Then men wore one eyelet ties 
and two eyelet ties and later on ‘Hee- 
haws,’ until the women came in to 
take all of the style and men in the 
retail business devoted more attention 
to the women’s shoes than they did 
to the men’s and made the men go 
to a very staple shoe. Men are no dif- 
ferent now than then. For example: 

“This season, for some reason or 
other, there has been a lot of call for 
white shoes—and these white shoes are 
worn with dark clothes—black clothes, 
brown or blue—not only with white 
summer or light garments. So it shows 
that the men do want fashion when 
they wear a white shoe with a black, 
brown or blue suit. It shows that they 
are inclined to want extreme things, 
and to them it is a style. They have 
not selected these white shoes because 
they wanted a pair of shoes—but be- 
cause they think they are fashionable 
and stylish. 

“Men’s shoes will be more colorful 
than they have been for the past sea- 
sons. It looks as though tan shoes will 
come back very strong for Fall. That 
means an extra pair of shoes from a 
customer. Windows will call for shoe 
styling. If you will show them in your 
windows and your sales display, when 
your customers come into a shop for a 
pair of black shoes, you can sell an 
extra second pair without much effort. 
In fact, my theory is to style trend your 
purchases, similar to the women’s shoes, 
and there is a value, even if you pick 
the wrong style, which is not so in 
women’s shoes. There is always a value 
to a man’s shoe; at least you can get 
your cost out of it. 

“We must take a little more chance. 
I would buy a few more extreme sizes 
because chain stores cannot handle 
treacherous sizes. It would mean to 
them a terrific expense and a terrific 
loss should they not sell. 


E. H. Minor Tops Sales List 


St. Louis, Mo.—E. H. Minor, or, as 
he is known among the shoe trade, 
“Larry” Minor, is again topping the 
list as salesman for the Brauer Broth- 
ers Shoe Company of St. Louis. Mr. 





E. H. MINOR 


Minor has led the sales for this com- 
pany for the past five years and is 
known as one of the smartest and most 
aggressive shoe salesmen on the road 
today. He covers Ohio, West Virginia 
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and Pennsylvania for the Brauer 
Brothers Shoe Company. 
DATES TO REMEMBER 
Boston Shoe Fair, Hotels Statler and 
Copley-Plaza ............. July 8, 9, 10 


New York Boot and Shoe Travelers’ 
Association Outing, Golf Tournament 
and Clam Bake, Karatsony's, Glenwood 


ee Eee on ee eee July 18, 1935 
New York State Shoe Retailers Associa- 

tion Convention, Onondaga Hotel, 

IND 56.2605. ease ocarersaeceeme Sept. 8, 9, 10 


Spring Styles Conference, National Shoe 
Retailers Association, Waldorf Astoria 
tie Oe Se eens Sept. 9, 

National Leather Opening, Tanners' Coun- 
cil of America, Waldorf Astoria Hotel, 
os CRO Re, Sept. 9, 

National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 

Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 


0 





“For some reason or other in the past 
few years, possibly due to the chain 
store operators, they have made shoes 
more conservative because the chain 
stores cannot afford to go into extreme 
styles, and I am fearful that the smaller 
stores, as well as some of the larger 
ones, think they have to follow these 
chain store operators’ selection of per- 
fectly plain staple footwear. That is 
the only kind they can sell. It is like 
sugar or bread in a grocery store. But 
you, as an individual retailer, should 
concentrate more effort on these ex- 
treme styles. If enough of us show 
them throughout the United States, it 
will make the public style conscious.” 
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Promotions at U.S.M.C. 


Boston.—President Sidney W. Wins- 
low, Jr., of the United Shoe Machinery 
Corporation, has announced that Harold 
A. Osborne and George R. Brown have 
been elected to the board of directors 
of the corporation. 

Nelson B. Todd has been appointed 
general attorney and manager in charge 
of the law department, succeeding to a 
portion of the duties of Harold G. Don- 
ham who, as vice-president and member 
of the executive committee, will con- 
tinue in connection with other duties his 
general supervision of legal and patent 
matters. 

Harlow M. Davis has been appointed 
solicitor in charge of the patent divi- 
sion, succeeding to a portion of the du- 
ties of Nelson W. Howard, who is re- 
tiring after forty years of continuous 
service. 

John H. Richardson, in charge of the 
experimental department, has been ap- 
pointed an assistant vice-president. 





J. F. McElroy to Stern Brothers 


New York.—Selection of a shoe buy- 
er for Stern Brothers, 42nd Street, New 
York City, brought the application of 
hundreds of shoe men before the com- 
mittee of the house having in charge 
the selection of the shoe executive of 
this prominent New York department. 

J. F. McElroy, at present with L. S. 
Ayres Company, Indianapolis, qualified 
for the appointment. His progress in 
shoes has been remarkable for a com- 
paratively young man. Eight years ago 
he became assistant buyer with this 
well-known Indianapolis concern. He 
has been head buyer for the past five 
years and comes to the bigger post in 
New York at the age of 33. 





New Shoe Form Patents 


AuBURN, N. Y.—Three patents have 
recently been issued to W. J. DeWitt, 
president of the Shoe Form Company, 
Auburn, N. Y. These carry a combined 
total of twenty-seven claims, covering 
an improved feature in shoe forms. This 
improvement consists mainly of a 
pointed spring wire fastened into the 
bottom of the form, designed to hold 
the form securely up into the toe of the 
salesmen’s samples or the retailers’ dis- 
play shoes. It is adaptable to use with 
the Toe, Half and Three-quarter type 
form of the Fairy Form line. These 
three recent patents make a total of 
seventy-six granted to the Shoe Form 


Company. 





To Expand Juvenile Line 


New YorkK.—After one year of ex- 
periment with Scrappy house slippers 
for children, the American Felt Slipper 
Company has decided to market its en- 
tire line of children’s stitched down 
shoes exclusively through the company’s 
Scrappy license. 

The program calls for a production 
scale of six thousand pairs of Scrappy 
shoes a day. 
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Men's Shoes Show Big Gains 


Gratifying Increases in Volume Sales Shown in Several Los Angeles 


Stores Thus Far This Year 





Los ANGELES, CALIF.— The men’s 
shoe department in the J. W. Robinson 
Company’s department store, managed 
by Grover C. Bice, the departments in 
the various Desmond stores for which 
Frank J. Crapo is buyer and the de- 
partment in Mullen and Bluett’s, man- 
aged by Earl Haney, each showed a 
splendid gain in volume of gross sales 
for the first five months of 1935 over 
the first five months of 1934, according 
to the men in charge. 

Mr. Bice reports a 34 per cent gain. 
Although the bulk of the shoes are 
high priced English imports, the turn- 
over for the five months was 1.25, a 
record which Mr. Bice thinks very satis- 
factory. The turn-over in the five cor- 
responding months of 1934 was .94: 
The gain is attributed quite largely to 
a highly perfected system of stock con- 
trol and of customer control. A feature 





of this control is a. carefully worked 
out tabulation of percentages of sizes 
needed to meet demands. Mr. Bice 
knows from years of records, the aver- 
age percentage of men wearing each 
size and each width of shoe and his 
buying is governed by these tables of 
averages. This system cf buying has 
worked out perfectly, thus increasing 
turn-over and reducing dead stock to 
the zero mark. 

Mr. Crapo reports a gain in gross 
sales of 3831/3 per cent and finds his 
customers in all six stores demanding 
better shoes than at any time since the 
depression started. 

Mr. Haney reports a 28 per cent gain. 

It should be noted that these gains 
have been made in the face of the 
coolest and most unfavorable summer 
weather ever experienced in the city. 











Leisure Footwear Shop 


HcLiywoop, CALIF.—The Broadway 
Department Store, Inc., largest depart- 
ment store in Hollywood, has added a 
permanent leisure footwear shop to its 
shoe department on the mezzanine floor. 

The new department is finished in 
colonial design with white and blue the 
predominating colors. The entrance is 
flanked by two imposing white colonial 
columns. All furniture is enameled 
snow white, contrasting with robin’s 
egg blue broadloom carpet and blue 
upholstering in the same tone. White 
Venetian blinds on the large windows 
facing on Vine Street add another 
pleasing touch. Lumaline lighting ef- 
fects give a modern touch and perfect 
diffusion of light. 

The space occupied is 26 by 40 feet. 
Evening and daytime sandals as well 
as slumber slippers have all been moved 
to this section. A large glass accessory 
wall case flanks one side of the col- 
umned entrance. 

Frank Baker, manager of the de- 
partment, states that the remarkable 
increase in the demand for these types 
of footwear has, made segregation in a 
separate and permanent section ad- 
visable. 


Second Line Helps Volume 


OMAHA, NgB.—Contrary to the opin- 
ion of some shoe men, I. D. Weiss, man- 
ager of the shoe salon of Herzberg’s 
believes that a cheap shoe can be car- 
ried without hurting the sale of higher- 
priced shoes. Mr. Weiss added a $2.98 
shoe to his line this Spring and is ex- 
ceedingly enthusiastic about it. 

: “We feel that our cheap shoes are 
just a separate business,” he declares. 
“We do not feel that it hurts our other 
shoes the least bit for the same types 


of people do not wear the cheap and 
the higher priced shoe. 

“By that,” he hastens to explain, “I 
mean that a woman does not feel like 
putting $10 -or even $6 into a pair of 
shoes for a high school girl. She will 
buy her a pair of these $2.98 oxfords. 
But by buying those shoes she does not 
feel that she shouldn’t buy a $10 pair 
of shoes for herself. She cannot wear 
the $2.98 shoes where she goes. She 
needs a higher priced, better styled 
shoe. So she buys both kinds. : 
“We are very gratified with the suc- 
cess of our new'line and feel that it has 
benefited rather than deterred our busi- 
ness.” 





Whites and Ventilated Shoes 


CHIcAGO—Maurice Marshall, man- 
ager of the Florsheim store for men at 
12 North Dearborn Street, when asked 
what he thought would be the best num- 
bers for the Summer season, replied: 
“T think that this will be the best year 
for all white shoes that we have ever 
had. Ventilated shoes will be in big 
demand, and although a good business 
will be done with our black and white 
and brown and white sports, it will 
not begin to compare with the plain 
whites. 

“You know,” Mr. Marshall con- 
tinued, “fone of the unusual features of 
this store is the great percentage of 
business we do on men’s theatrical 
shoes. By reading all the theatrical 
publications we keep posted on all the 
new troupes that arrive in town, we 
immediately write them giving all the 
information on our fine line of the- 
atrical footwear, and we follow this up 
by personal contact. This, plus our ad- 
vertising cards placed in the dressing 
rooms of all the leading theatres, brings 
us a nice volume. 
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No. 259 Hand Turned, 


Black Kid, Gray 
heep Lined, 13/8 
Heel. A-D...... $2.40 


There’s Nothing 
SPECTACULAR 


about the steady 
profitable business in 



















COMFORTS 


Turnover—week in and week out 
—Styles—that don’t wash out 
overnight — Steady Demand — 
making markdowns unnecessary 
make ‘“Kush-In-Eze” comforts 
real money makers. These well 
styled—well made—right priced 
turns are carried in many styles 
and are shipped promptly from 
stock. New catalog and Price 
List on request. 














No. 254 Hand Turned, 


Black Kid, Gray 
Sheep Lined, 14/8 
Heel. ye $2.40 


No. 202 Hand Turned, 
Black Kid, 
Sheep 
Heel. 


e 
5% CASH DISCOUNT 


VAUGHAN -TOWLE CO. 


DIVISION OF 
L. B. EVANS’ SON CO. 
@ WAKEFIELD MASS. © 


































Page 116 








Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts 
Biack Kid 






SHOE MFG. Co. 
Ritner, Philadelphia 
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Dancing Shoes and Taps 
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TAP 
DANCE 
SHOES 









BLACK CALF 
PAT. LEATHER Stock 
Women's 
A-B-C 2% -8 

$1.55 


Misses’ 
A-B-C 11% -2 
$1.45 


== QwWeENS SHOE Co. 


—— 28 Goodhue St., Salem, Mass. 

















New Style Lines 


WESTWOOD VILLAGE, CALIF. — The 
Westwood Hills Boot Shop, 925 West- 
wood Boulevard, has recently taken on 
two new high style lines of women’s 
and girls’ shoes and dropped several 
lines in more medium price ranges. 

A number of high style numbers thus 
recently introduced has made a quick 
appeal to the more fastidious campus 
residents at the University of Califor- 
nia in Los Angeles. One is a very high 
lacing 4-eyelet tie with a modified toe 
and artistic swirling design in perfo- 
rations on the vamp sides. The heel is 
the new straight model, 21/8, while the 
laces are corded with leather tassel 
ends. 

Another is a sandal featuring on the 
vamp the new “slave ring” through 
which two straps pass at right angles 
and lock in a basket weave grip. This 
number is a suede in white with a kid 
trim either in white or in blue or 
brown. Trim includes foxing, tip and 
heel cover. 

Ted Whitmore, manager for T. H. 
Pratt, owner, has been surprised at the 
very keen demand for the new metallic 
brown used on white sandals. One 
number featuring this popular color is 
a closed toe sandal trimmed with nar- 
row pinked stripping. 


coincidence, is nearly always won by 
the merchants in those years during 
which the salesmen are having a tough 
time on the road. What that game 
needs is an umpire like Judge Kenesaw 
Mountain Landis. 

Then back to the boat for a moon- 
light sail to Boston—and a real dinner 
during the course of the trip. One 
thing which should have been men- 
tioned before is that all guests on the 
outing are to be conveyed in a special 
fleet of Ford cars from the Statler to 
the wharf and the parade will be led 
by an amplifier car from which will 
issue some music and plenty of con- 
versation concerning ‘what it is all 
about. The parade will traverse the 
several streets in the shoe and leather 
district in the course of its random 
peregrination from whence it started 
to where it expects finally to arrive. 
There will be at least 100 cars in the 
parade and no one who is on time will 
have to walk or take a taxicab. 

Back of this outing, as well as other 
fair activities, is a group of hard-hit- 
ting salesmen headed by George A. 
McIntire, general chairman; W. W. 
Brandt, secretary; and Frank B. 
Masterson, treasurer. Working direct- 
ly under Chairman McIntire are the 
following: 

Luncheon and Dinner, Guy E. Small, 
chairman. 

Boat Trip, James McHugh, chairman. 

Tickets, Wm. Noll, chairman. 

Validation, Thomas A. Delany, chair- 
man. 

Registration, H. P. McNulty, chair- 
man. 

Entertainment, A. P. Richards, chair- 
man. 

Parade, John S. Whittemore, chair- 
man. 


Refreshment, James G. Lunney, 
chairman. 
Sports, Clarence Cogswell, chairman. 
Parade (Auto), George Tucker, 
chairman. 


Boston Shoe Fair golf tournaments 
have always set a mark difficult to 
equal. This one, sponsored by the Bos- 
ton Boot and Shoe Club, will be up to 
the mark in every respect. In at least 
one way, it will be better, as the course 
chosen—the Wollaston Golf Club—is 
not more than a fifteen-minute auto 
ride from the official hotels and is one 
of New England’s excellent links. 

James T. Gormley, as general chair- 
man of the tournament committee; and 
Lester E. Packard, as assistant general 
chairman, have enlisted the services of 
a large number of committee members 
including tanners, shoe manufacturers, 
leather sales agents and wholesalers to 
help them on the day of the tourna- 
ment. In the meantime, an impressive 
number of valuable prizes are being 
rounded up for winners in the various 
divisions. Even some who are not 
winners are apt to get prizes, consider- 
ing the way they have been coming in. 





Industry Looks to Boston 


[CONTINUED FROM PAGE 29] 
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As in past years, four divisions have 
been made and golfers will be expected 
to classify themselves as they register 
for the match and post their handicaps. 
First will be the retailers, who will be 
the guests of the Boston Boot and Shoe 
Club. Then come tanners, manufac- 
turers and members of the allied trade. 

Railroads and steamship lines, enter- 
ing into the spirit of the occasion, are 
offering reduced rates for round trips, 
but please remember that you must get 
a convention certificate from the agent 
from which you purchase your ticket 
to Boston and that you MUST have it 
validated at the registration desk on 
the mezzanine floor of the Statler if 
you would save money by getting your 
return trip at a large reduction. 





Chain Store Tax Bill Passed 


Mapison, MicH.—The Wisconsin as- 
sembly on June 11 unanimously passed 
the Grobschmidt chain store tax bill, 
which is intended to replace provisions 
of the 1933 act which were invalidated 
June 4 by the State Supreme Court. 

The Supreme Court held that in- 
creases in the rate of taxation under 
the 1933 act were not based on the 
number of stores but on increases in 
gross income, and therefore were not 
in proportion to the taxable privilege 
of operating stores in a chain. 

Grobschmidt’s bill proposes to rem- 
edy this by providing a tax of $2 per 
$1,000 of gross income for two sales 
outlets in a chain, increasing the tax 
at the rate of 10 cents per sales outlet 
on chains of from two to 100 units; 
five cents per outlet on those of 100 
to 500 and one cent per outlet on all 
those exceeding 500 units in a chain. 





Stores Air Cooled 


BALTIMORE, Mp.—Shoe patrons of 
The Hub, department store, can now 
shop for their footwear in comfort 
even though the thermometer regis- 
ters 90 to 100 degrees on the outside, 
for the shoe shops of this store have 
been air-conditioned. The installation 
includes the floor on which is located 
the men’s shoe shop, as well as the 
fast growing women’s economy shoe 
shop which is located on the fifth floor. 
The regular women’s shoe shop, also 
the store’s Enna Jettick shoe shop and 
children’s shoe shops, have also been 
conditioned for comfort shopping. 

Incidentally this increases the num- 
ber of establishments in which foot- 
wear can be purchased in comfort due 
to air-conditioning of the shoe shops 
or departments. Included among these 
are Hutzler Brothers Co., Stewart & 
Co., the May Co., Hochschild, Kohn & 
Co., Hecht Bros., N. Hess’ Sons, Bon- 
wit, Lenlon & Co., Schleisner’s and 
many others. 
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Ed Rogers Drives Home Happy 
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It was a "big moment" for everybody and the camera man didn't have to say 


“smile. Left to right: William Caldwell, president of the Cleveland Shoe 
Retailers Association; Edward M. Rogers, of Columbus, the "lucky man," and 
Clarence O. Faflik, of Cleveland, president of the Ohio Shoe Retailers Ass'n. 


CLEVELAND, OHIO—Edward M. Rog- 
ers, Columbus, Ohio, shoe retailer, 
didn’t tell the folks back home he was 
going to stay over an extra day when 
he went to the Ohio Shoe Retailers con- 
vention at Cleveland, June 16-18. . But 
when you have to go through the rou- 
tine of buying license plates and sign- 
ing unexpected ownership papers, well, 
that’s a different story. 


Ed stayed over an extra day and he 
went back to Columbus in a blaze of 
glory—and in a brand new Ford V-8 
sedan. He got that car at the big Tues- 
day night banquet when M. A. Mittel- 
man, president of the National Shoe 
Retailers Association, drew forth his 
ticket as the winner. Ed’s many friends 
and well wishers say the smile won’t 
wear off for many a day. 





Harry Vinsonhaler Recovers 


from Auto Injury 


St. Louis.—Harry Vinsonhaler, pop- 
ular representative of Blue Ribbon 
Shoemakers, Inc., covering the large 
cities in Michigan, Ohio, Kentucky and 
Pennsylvania, has been at home for the 
past few weeks recuperating from the 
effects of an automobile accident which 
occurred in Pennsylvania. Though he 
suffered a broken vertebra, his recovery 
has been rapid. ,.Mr. Vinsonhaler plans 
to be back on his territory by July 1. 
Meanwhile, A. C. Fleener, general man- 
ager of Blue Ribbon, has been pinch 
hitting for him. 








Foot Technique Course 


CoLumMBuUS, OHIO. — Reservations of 
physicians from twenty-five different 
states have been received by the Lock- 
wedge Shoe Corp. of America, Inc., for 
the second special course in Foot Tech- 
nique conducted by Dr. Harold E. Cly- 
bourne. This course is to be held in 
Columbus, Ohio, at the Deshler-Wallick 
Hotel, July 19 and 20. 

Assisting Dr. Clybourne will be many 
prominent osteopathic physicians, in- 
cluding Dr. T. L. Northup, Dr. Edgar 
J. Heist, Dr. J. O. Watson, Dr. E. P. 
Kane, Dr. Geo. W. Rothmeyer, Dr. H. L. 
Collins and Professor Walter C. Free- 
man of Ohio Wesleyan University, to- 
gether with S. C. Berger, director of 
Education for the Lockwedge Shoe Cor- 
poration. 

The most distant reservation received 





for the course has been from Dr. Sut- 
cliffe Lean of Southport, England. 





George Loveley with 
Piekenbrock 


Boston.—Piekenbrock & Sons Com- 
pany, Dubuque, Iowa, who have been in 
business since 1866, are branching out 
and have assigned to the New England 
territory George J. Loveley, who for 
many years past has been representing 
the Dalton Shoe Company in the East. 

Mr. Loveley feels he has a proposi- 
tion in men’s shoes, witn sixty-two shoes 
in stock at popular prices, that will ap- 
peal strongly to his friendly trade. 





New Men's Shoe Department 


Los ANGELES, CAL—A new men’s 
shoe department featuring Nunn-Bush 
shoes has been added to the other de- 
partments of Eagleson and Company, 
Spring Street at Third, Los Angeles. 
At present space is improvised by 
shifting departments slightly, but plans 
are already made to give the new de- 
partment the entire rear beneath the 
mezzanine with modern equipment and 
artistic fixtures. C. O. Rice is in di- 
rect charge of the new department. 

A similar but more elaborate de- 
partment has been added to this com- 
pany’s store at 726 Market Street, San 
Francisco. Walnut furniture, modern- 
istic lighting effects, shadow box dis- 
plays and neat broadloom carpeting 
are features that make the department 
outstanding. E. Cross is manager. 
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At Home 
SLIPPERS 


Including Staple Styles in 


MULES 
D°ORSAYS 


BOUDOIRS 
IN STOCK 


Trimmed and Sandal Types 
for Make Up 


EVENING 
SANDALS 


Styled to the Minute in 


SATIN 
VELVET 
NOVELTY FABRICS 


High and Low Heel Styles 
AA, A, B & C WIDTHS 





KEYSTONE 
SLIPPER CO. 


1422 CALLOWHILL ST. 
PHILADELPHIA, PA. 








AT THE 
BOSTON 
SHOE FAIR 


STATLER HOTEL 
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Riding Boots 
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Golf Tournament at Boston 
[CONTINUED FROM PAGE 30] 


trades should plan to be on hand to 
extend a good old New England wel- 
come to their visiting guests. And 
shoe buyers and retailers should not 
miss this opportunity for a delightful 
outing. 
The full list of the Committee in 
charge is as follows: 
James T. Gormley, F. M. Patterson 
Chairman Robert Erb 
Lester E. Packard, L. E. Salvage 
Assistant Chair- Robert Nelson 
man Louis AuClair 
Maxwell P. Gaddis Marcus McWeeney 
James H. Stone Halsey Elwell 


W. A. Knight Ben Stone 

F. C. Donovan Charles Slosberg 
E. L. Wyman Clark Wilcox 
W. E. Doyle Irving Finke 
W. H. Larkin Arnold Curtis 
A. C. Davenport Claude Crafts 
C. T. Cornish Robert Rhodes 


W. C. Connolly 
John F. Murphy 
Fred G. Thayer 


The Makings 


[CONTINUED FROM PAGE 50] 


Joseph Slesenger 
W. C. McDermott 
Frank M. Bohr 





enthusiasm by your buyer was able to 
shout (or even whisper) you would 
never be permitted to forget it. 

Each of the items your buyer has 
bought was bought for a particular 
purpose—to fill some want. You should 
know that want and see that the want 
is satisfied. 

Some stars are engaged for their 
dramatic effect, others because of their 
dancing ability, still others for their 
comedy appeal. Neither one of them 
could fill the spot of the other. 

And so with your shoes. Each was 
bought for some particular purpose. 
Morning wear, afternoon wear, for the 
cocktail hour or for formal dress. 
There is a saying that “Everything has 
a place, and in its place is best.” Do 
you play them that way? 

Hundreds of women and men read 
the title of a movie or the name of an 
appearing star without ever knowing 








every year. Those portions of Europe 
(Germany among them) which have 
supplied us in the past, have suddenly 
gone dry. Imports have shrunk hugely. 
At the same time, the demand for calf- 
skin in Europe has afforded the Amer- 
ican tanner an opportunity to send 
American leather abroad—an oppor- 
tunity of which he has not been slow to 
avail himself. The available supply of 
calfskin, therefore, is lessening instead 
of increasing. 

These are the immediate facts with 
which the shoe industry is faced. It is 
recognized that political events may 
change the picture; that unforeseen 
developments may intervene; that price 
advances already made may not be 
the precursors of advances yet to come. 

But it is well to remember, as one 
shoe manufacturer puts it, that “price 
changes are contagious, whether up or 
down. We may be making a satisfac- 
tory profit on any given price basis but 
if our competitors go up, we are almost 
forced to follow in their footsteps. If 
we do not, then when the pendulum 
swings the other way, we find ourselves 
forced to reduce prices from a level 
which was never as high as theirs, with 
consequent loss of all profit.” 

To date, in this survey, women’s shoes 
have been touched on only very lightly. 
It has been shown that while there is no 
probability of a shortage in women’s 
weight soles, the price firmness estab- 
lished in May is continuing in the face 
of a quiet market and with every indi- 
cation of a more active market begin- 
ning in a very short time. Light weight 


BOOT AND SHOE RECORDER, June 29, 


Firm Statistical Position of Leather 
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calf for women’s shoes is also firm and 
the buyers of the country seem con- 
vinced that there can be no reduction 
either in sole leather, or light calf. 

But how about kid? 

Solomon Agoos, president of the Al- 
lied Kid Company, feels that he is 
speaking for most of the kidskin tan- 
ners in saying that its statistical posi- 
tion is strong. While there was a carry- 
over of finished skins about equal to 
that of last year, this is offset by a 
decrease in the available supply of raw- 
skins of somewhat more than 20 per 
cent. Nor will imports of these raw- 
skins increase during the near term 
because this is not the season when 
importing is done. 

“There is,” he says with conviction, 
“nothing to indicate any price recession 
in kidskin—certainly not for the next 
two or three months, not only because 
of the statistical position already 
pointed out, but also because kid has 
not advanced nearly as much as calf 
and other shoe materials. In fact, kid 
prices are still somewhat below the 
prices of last year and there is more 
chance of an increase than there is of 
the reverse. We are looking forward 
to a strong market.” 

Tanners generally feel that there can 
be no decrease in the prices of medium 
and low grade shoes made of kid under 
the present set-up. They will not com- 
mit themselves, however, to a prediction 
of any substantial increase, except in 
the case of the higher grades in which 
price increases are always made more 
easily. 





whether they will see a drama or 
comedy. A “tie” for general use or a 
“tie” for dress wear—there is some- 
thing definite about these. Many folks 
see things without ever knowing what 
the things are for. 

Many “houses” advertise “two fea- 
ture pictures.” Are they two dramas 
or two comedies? Very rarely. 

Their object is to give the public a 
diversified program. Two pairs of 
“ties’—their uses properly featured— 
have the “makings” of a double header. 

SHOES—for the morning and shoes 
for dress are meant to supply the needs 
of the occasion—the very thing for the 
very spot. 

Do you dress them up in keeping 
with their parts and “publicize” them 
to your customers with the kind of 
enthusiasm that will compel them to 
want to own them? You should. Many 
a two-pair sale has been made with 
a proper “build up.” 

“This step-in, Madam, goes splendidly 
with your present costume, but frankly, 
I do not believe it is quite the shoe for 
formal wear. In view of the moderate 
price of these shoes, I would recom- 
mend both types to assure you the 
most satisfaction.” That’s telling ’em 
—with a purpose. 





I have seen this happen time and 
time again, with profit to the customer 
and with double profit to the salesman. 
He not only made a profit for the 
house, but created a service atmosphere 
which made an impression on the cus- 
tomer. 

Your wares simply cannot talk for 
themselves. You are the publicity man. 
Create your own stars. Dress ’em up 
and picture them to your public. They 
will bring you greater returns at the 
box office (your salary). 

The “chorus” (your stock), they are 
just so many pairs of shoes. Dramatize 
’em and you create a “flock of stars”. 

READ—HEED—REMEMBER 





New Department in Peoria 


PeoriA, ILt.—The John Moser & Sons 
shoe store that was opened in March of 
this year at 325 Fulton Street, Peoria, 
carrying a line of high grade shoes for 
men, has just opened a new department 
for women in which they will carry 
the Selby Arch Preserver and the Enna 
Jettick lines of footwear. William 


Moser, manager of the store, reports a 
ready acceptance of the new department 
by the women of Peoria and neighbor- 
ing towns. 
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Idea/ for 


OG CU EREGs 
SHOES 


These modern SEWED SHOES 
reflect the insistent requirements 
of discerning women for foot- 
wear of dependable quality 
and comfort. 

Their popularity is recognized 
with continued enthusiasm by 
leading manufacturers and 


retailers. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


Whe writing advertisers please mention Boot and Shoe Recorder 
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Everyone Passing 





is a Possible Prospect 


SELL THEM 


[fi yindo’ 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


















Harmonizing summer colors 








offer a perfectly blended trim. 

Modernistic rose design, with 14 snappy and informative selling messages 
contrasting shade of turquoise each month for men's, women's, children's shoes, 
blue, on white mottled board. women's hosiery, store service, fitting, quality, styles. 
The display card is 8” x 14”. Single cards, 60c each—without text, 35c each 






ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 





tickets available. 






WITHOUT STORE NAME: 6 dozen, $1.10—1I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 








MERCHANDISING AIDS 















Polly Clips 
Pouy Cu P for Price Tickets—Adijustable— 
for Price Tickets Tilt at any angle. 


{ Yo gross ............. $2.25 
ONE icc oes $4. 






















Polly Shoe Holder 

CARD HOLDERS To display arch, branded, and PECORDER 
fibre-sole shoes. Always re- 

Oval base—burnished qold— mains in upright position. 

three-color trim. These modern- bedi. sc ikccwshs $1.65 

istic holders take any size card. re $3.00 

and harmonize with the finest 

window display fixtures. 




































Recorder Stock Record ee 
Tickets 


shoe cartons. Clips in- 


Supplied with annual services. 














for 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 o Ld ” 























(Cross out 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 


eee e een newer e meme m wns oe em wereeseccesen 


SERVICE 


‘ 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c¢ per fifty, additional. 


CARD 
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For 
$1.00 
for 





SERVICE | MONTHLY HOLDERS Neners 





subscribers 


month. 
must be drawn on U. S. 


cash in advance, full year’s 


No. | $5.00 | zt 100 


- 
ict 
~ 
a 
4 
« 


additional 


each month’s service deliv- 





Ne. 2 4.00 4 100 


per 





. per year, payable 


card holders. 


3 3.00 


we agree to pay 


month 





For this service we will pay 
banks, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 


der, 
per 


4 2.25 


FOR ITSELF _ MERCHANTS SERVICE DEPARTMENT 
BOOT € SHOE 
(44 INCREASED BUSINESS orovd ba 
° U 
/Micl (ovfor Wow/ 209 S:STATE ST: CHICAGO-ILL: 


please, unless C.0.D. preferred 


service, 5% discount. Checks 




















from _ forelgn 


FOR 





























Service 


for 


IMPRINTED 


TICKETS, at 35¢ per fifty, 


Card 
--» consisting of 











monthly 
additional. 


for 
- card holders (with 


the first month’s service), 








“D” “= 
White board, Rose-pink board. | White board: de- Pale blue board, 
green and gold— Lavender and signintwoshades dark blue trees, 
low desiqn. green desiqn. of qreen. and golden moon. 
Size: 12” x 2¥4”—Prices on opposite page. 


Recorder ‘Selling Messages,” 
beginning with JUNE, con- 
blank tickets each month, 


Please enter our order for the 
tinuing 
year, 


OOO wm mmm tore Omen mmo en swe eeeene ns ceees 
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CLAWIFIED ano WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


~=_ 


1935 





SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 





ALESMAN wanted on commission basis for 

the entire West, S. West and N. West, to 
handle a full line of Men’s and Women’s soft 
and leather sole slippers. State past experience 
in first letter. Address E-306, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SHOE SALESMEN 


Outstanding wholesaler of Ladies’ 
Novelty Footwear has openings for 
right men in three lucrative terri- 
tories: No. 1—Illinois, including 
Chicago and Wisconsin; No. 2— 
Iowa, Nebraska and Minnesota; 
No. 3—Michigan and Indiana. Will 
also consider applications for other 
territories. Please do not apply un- 
less you have had a thorough train- 
ing on road and command appreci- 
able volume of business. Give full 
particulars in first letter. State 
lines carried and yearly volume; 
references. 

Address E-305, 

care Boot & Shoe Recorder 
239 West 39th Street, 
New York, N. Y. 











WANTED: Shoe Salesman for New York 
State and Vermont to sell on a commission 
basis for nationally known manufacturer of 
women’s leather sole slippers and popular priced 
shoes and sandals to retail from 59c to $1.50— 
in stock. Money making line for a live wire. 
P. O. Box M, South Norwalk, Conn. 





XPERIENCED salesmen with established 

trade for following states: Louisiana, Texas, 
Georgia, Missouri, Oklahoma and Kansas, to 
carry short general line of jobs and specialties, 
commission basis only. State full particulars in 
first letter. Altman Brothers, 308 Vine St., 
Cincinnati, Ohio. 





ALESMEN WANTED—General line men’s, 

women’s, children’s shoes—straight commission 

only—Minnesota, Nebraska, Ohio, Iowa, Ken- 

tucky, Mississippi, Michigan, Illinois, Missouri 

and Texas. Address E-307, care Boot & Shoe 

Recorder, 239 West 39th Street, New York, 
¥, 





WANTED: Experienced salesman to sell on 
commission children’s Prewelts and Men’s 
Beach Sandals. Address: The Kepner-Scott 
Shoe Co., Orwigsburg, Penna. 








sources. 


wood, Calif. 


SHOE BUYER AND MANAGER 


for men’s, women’s and children’s shoes is open for a posi- 
tion. While the West Coast is preferred, I will go any- 
where that a good opportunity exists. 
perienced in the medium and better grades of shoes, and 
am well acquainted in all Eastern markets. 
ences can be furnished from Pacific Coast and Eastern 
Leo C. Mansfield, 11825 Gilmore, North Holly- 


Am thoroughly ex- 


Best of refer- 











BUYER AND MANAGER 


With an extensive background as 
buyer and assistant buyer of both 
high style and corrective footwear 
covering the higher and moderate 
price field, knowledge of the latest 
methods of unit stock control. 
Well-known by manufacturers of 
the East and local wholesalers of 
New York. Years of experience as 
manager and window trimmer. 
Willing to go to any town immedi- 
ately affording opportunity. High- 
est references. Age 32. 


Address E-308, 
care Boot & Shoe Recorder, 
239 West 39th Street, 
New York, N. Y. 











SHOE man age 34, desires position as store or 

department manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, employed in New York, will- 
ing to go anywhere. Address E-293, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


XPERT shoe fitter and salesman desires 

connection in men’s department. Formerl 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E. . Wright & Co. Arch-Preserver 
School. Al references as to business ability 
and honesty. John J. Skally, 803 Church St., 
Mobile, Ala. : 








BUYER-MANAG ER—Retail Shoes—a 


pacity. 


nection is sought in the above or similar ca- 
{ Thoroughly versed in merchandising, 
styling, display, advertising and promotion, with 
broad experience and unusual training in de- 
partment stores and chain organizations. 


able at once, will go anywhere, age 35. 


West 39th Street, New York, N. Y. 


Avail- 
dress E-304, care Boot & Shoe Recorder, 239 








BUSINESS OPPORTUNITY 











AN OPPORTUNITY 
TO GO INTO BUSINESS FOR YOURSELF 
BE YOUR OWN BOSS 


There is an opening for the right 
man in a city of 500,000 population 
to get the franchise for one of the 


country’s best advertised lines of 


Women’s Shoes. 
If proper connection can be made 
the mfgr. of these shoes might 
supply part of the capital and give 
the fullest cooperation on advertis- 
ing and promotion. Write, stating 
amount of cash you are willing to 
invest and experience. 
Address E 301, 
care Boot and Shoe Recorder, 
239 West 39th St., 
New York City, N. Y. 














The rate for “Position and Lines Wanted” advertisements is 4 
75 cents. For all other classified advertisements 
gor is desired twelve words should be added for the- address. 


CLASSIFIED ADVERTISING RA 





TES 


cents per word for all undisplayed advertisements. Mini- 
the rate is 7 cents per 
In all-other cases each word of the 


Minimum charge $1.25. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. ais 
EW” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “GE§ 
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FOR SALE OR RENT 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





Foe. Sale or Rent vey reasonable. Davis 
shoe factory building, 2 story brick and con- 
crete, 55 x 160, maple rs, sprinkling system, 
Kewaunee iler, electricity, sewerage, lava- 
setae 3 acres. Horicon is 55 miles N. W. of 
Milwaukee, highways 28 and 33, on the Mil- 
waukee Railroad in the heart of the A belt, 
2500 inhabitants, German descent, labor condi- 
tions ideal. Closing an estate. Administrator, 
3541 No. Summit Ave., Milwaukee, Wisc. 





LONG established Orthopedic Shoe Business 
for sale in Brooklyn—reasonable—owner _de- 
Address E-310, care Boot & Shoe 


ceased. 
239 West 39th Street, New York, 


Recorder, 
N. 3. 








LINE WANTED 


AN EXPERIENCED TRAVELING SHOE 
SALESMAN living in Kentucky desires a 
good, — popular- ne line of women’s 
novelty shoes. Have 12_ years’ and more 
experience on the wal selling men’s and 
women’s specialty lines in Kentucky and West 
Virginia. Can give the best of references. 
Address E-309, care Boot & Shoe Recorder, 239 
New York, N. Y. 





West 39th Street, 





Golf Match Ends Convention 


PORTLAND, ORE.—A golf tournament 
featured the final day’s program of 
the Pacific Northwest Shoe Retailers 
Association convention. The commit- 
tee in charge consisted of Willis Har- 
graves, of Meier and Frank; Jack L. 
Straight, C. & H. Shoe Store; George 
D. Williams, Florsheim Shoe Store; V. 
F. Brown, Nisley Co., and Joel Rosen- 
thal. The play was held at the Pen- 
insula Public Golf Course. 

A long string of prizes, which in- 
cluded a 22 rifle, fishing rod, camp 
outfit, waffle iron and flashlight, made 
possible through the generosity of 
Buford Jones; a traveling bag donated 
by the Oregon Leather Co.; a box of 
cigars from Breyman Co., and a Zip- 
per coat from the United States Rub- 
ber Co. provided the necessary induce- 
ment for keen playing. 

First low gross was won by P. E. 
Duncan, Dr. Scholl specialty man in 
the Meier & Frank store, with an 81, 
he taking the rifle. Following close 
were John Wagner, Oregon Leather 
Co., 84; George Ruther, 84, and E. A. 
Jensen, 87. 

Low net honors were won by I. H. 
Craig, Knight Shoe Store, with 91-29- 
62. The three other net prizes were 
awarded to Mark Goldstein, Model Boot 
Shop, 88-22-62; Lloyd Hill, Spokane, 
88-22-66, and W. H. Hargraves, 81- 
12-68. 

C. C. DeVoice won the hidden hole 
prize with 86-12-74. Most net strokes 
was won by R. H. Espey, 115-29-91, 
while the longest drive was won by 
Mark Yeackel, who has been practic- 
ing around the Yakima apple orchards 
all Spring. Ben Heaubin was near- 
est the pin on the 15th hole. The 
grand honor of taking the most strokes 
was awarded to R. R. (Rube) Seel, 
Brockton Boot and Shoe Co., whose 
counted strokes amounted to 120. It 
really got too dark to see the real 
number. 

Those who took part in the tourna- 
ment included: Fred Gertzman, J. H. 
Fetz, J. Miller, George Butler, Bevan 





WE BUY 

lus Wholesale and Retail 
randed Shoes such as 

Walk-Over, Florsheim, Enna-Jettick, Vital- 

ity, Arch Preserver, Queen Quality, Bos- 

tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


Entire or Su 
Stocks. Also 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, wo’ Beck, 
Saks—5th Avenue, Melville, Bostonian, 

BARIS SHOE COMPANY, i. 

79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stecks of shees 
from manufacturers, job or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phene Worth 2-5377 and 5378 











Davies, C. Winneguth, Mark Yeackel, 
Lloyd E. Hill, Charles S. Addair, John 
Wagner, E. Jensen, Van Thurthill, R. 
A. Hertmacker, W. B. Wise, R. H. 
Espey, Sam Goldstein, C. C. DeVore, 
George Lawrence, T. H. Craig, Mark 
Goldstein, Ben Hemlin, B. Duncan, M. 
Smith, Zena Goldstein, Ger King, Gene 
Nudelman, Vic Nudelman, R. R. Geel, 
W. L. Philp, -A. W. MacNaughton, W 
H. Hargraves, R. Donegan. 


Alabama Increases Chain 
Store Tax 


MONTGOMERY, ALA.—Angling for ad- 
ditional revenue, the House committee 
of the Legislature has given its ap- 
proval to a 300 per cent increase in 
licenses on chain stores operating in 
Alabama. The change was made part 
of a general revenue bill designed to 
refinance the State. 

Under the new scale chains would 
pay $1 per year for the initial unit; 
two or more but not exceeding five, 
$15 each; in excess of five but not 
exceeding 10, $25 each; in excess of 10 
but not exceeding 20, each $50; in ex- 
cess of 20 but not exceeding 50 each 
$150 and in excess of 50, each store 
$250. 

At the present the license runs up to 
$75 on chains of 50 or more stores. 


New Wholesale House 


DALLAS. — Organization of a new 
Dallas shoe wholesale house and leas- 
ing of quarters in the wholesale dis- 
trict have been announced here. 

The new firm is to be known as the 
National Jobbing Company, Nathan 
Finklestein, president, and it has leased 
the. three-story building at 1006 Com- 
merce for five years. 

The National Jobbing Company will 
distribute men’s, women’s and _ chil- 
dren’s shoes throughout the entire 


$4.00 


HALF GROSS 


Poy Cur 


for Price Tickets 


Tilts at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
ST. LouIs Mo. 





THE WORST FITTING = 
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CAN BE MADE TO FIT WELL ; 
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DUNDE | 
13 EAST 37th ST. 








SHOE RESHAPING DEVICE 8, IN 
NEW YORK, N. 





State, maintaining all warehouse stocks 
and headquarters in Dallas. 

The building it is to occupy, be- 
ginning June 15, has been completely 
rebuilt throughout and the front re- 
decorated, following a fire of several 
months ago. 


New Clubs Boost Shoe Sales 


OMAHA, Nes.—Country club open- 
ings here boosted the sale of sport 
shoes for John G. O’Brien, of the 
Thomas Kilpatrick & Company. Four 
Omaha clubs opened during the first 
part of May and O’Brien featured golf 
shoes for women. 

“Our sport shoes sales went up with 
the club openings,” he says. ‘We sold 
mostly whites, but the veteran golfers 
are buying two pairs—a white and a 
colored pair.” 

In other lines of shoes he reports 
that whites predominate. 


New Store Opened 


KANSAS City, Mo.—The Health Spot 
Shoe Shop has been opened at 1005 
Grand Avenue by T. L. Thaxton. This 
is the first downstairs shop for this 
shoe in this city. Mr. Thaxton was lo- 
cated in one of the large office build- 
ings for more than two years. A pro- 
gram of radio advertising is being 
broadcast every morning over Station 
W9XBY. The combination of a change 
to a street floor location and radio ad- 
vertising has improved business, Mr. 
Thaxton says. 
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Next Week 


S inflation coming? That question has been 

in the minds and on the lips of business 
men ever since the depression resulted in a 
marked increase of government borrowing 
and its consequence of 3n unbalanced bud- 
get. Many heave ventured to prophesy, but 
the question still remains unanswered. Per- 
haps, in view of the present confused eco- 
nomic situation, only the future can tell the 
story. 

Meanwhile, however, Malcolm P. MacNair, 
director of the Bureau of Business Research of 
Harvard University, has made a painstaking 
analytical study of this question which points 
to certain very pertinent conclusions. He 
predicts the probable trend of America's 
economic future, as he sees it, with as much 
of certainty as seems possible in forecasting 
events of this nature. His views will be pub- 
lished in a feature article in next week's 
RECORDER. 

More and more retail shoe men are realiz- 
ing the importance of the children's branch 
of the shoe business, and quite a number, 
here and there, are specializing in children's 
shoes. They find that with sound methods, a 
profitable business can be built on juvenile 
footwear. Next week we tell the story of one 
of the most unusual stores of this type that 
has come to our attention. 

There will be a practical and seasonable 
merchandising article by R. E. Andruss, a 
timely style story by Ruth Harrington and 
several other highlight features to start off 
the month of July. 








New Miami Shoe Store 


MIAMI, FLA.—The newest shoe store 
in Miami is known as Dempsey’s, and 
is located at 32 N. E. First Avenue. The 
store specializes in a one-price shoe for 
men. The floor plan of the newly re- 
modeled store is unique. Seats run 
parallel with the wall cases and are 
partly concealed in recessed spaces, 
leaving the floor space entirely open. A 
color scheme of light and dark green 
has been used. Frank Patton is in 
charge of the store. 


New Manager 


PASADENA, CAL.—Carl Elliott, widely 
known southern California shoe store 
manager, until recently manager of the 
Stoner Shoe Store at Pasadena, now 
closed, is the new manager of Johnson’s 
Shoe Store at 859 East Washington 
Street. Charley Gagney, who has been 
manager of this store for some time, 
has resigned. 
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COLOR 


Last year, the coat shown in the photograph would have been black, this year 
it might be the deep, | glowing Renaissance red or Renaissance green of 
Mainbocher, or Lelong’s new navy-blue; last year, the little velvet hat would 
have been beige, to match the fur, this year, it might be any color in the rainbow. 


Colored shoes will sell, to match colorful costumes, or newer still, to match 
the lovely deep-toned velour hats that milliners are promoting for fall, and to 


contrast with the rest of the costume. 


THESE COLORS WILL SELL EARLY IN VODE DOESKINS 


Oriental Oxblood No. 957 (close to Renaissance Red) 
A\raby Green No. 961 ( Te 7 Green) 
Marine Blue No. 936 





STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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Colored Patent Is the 
Fashion 
* 


Seton’s Patent Is the 
Most Colorful 





. “Known as the safest” 


NEW YORK 


SAKS-FIFTH AVENUE, E. Gerten 


“Patent leather shoes were favorably merchandised last season because they tied up 
with straw hats and tailored suits. Patent is highly effective and much in favor as 
trim. I believe patent will have wide use on Autumn shoes as trim and accent.” 


BERGDORF-GOODMAN, Harold Williams 


“The best dressed women were receptive to patent.” 


WANAMAKER’S, Thomas J. Sheridan 


“I certainly would like to see patent leather back for early Fall, as 
money is made on patent leather shoes.” 


CAMMEYER 
SETON COLORS: “We rate patent leather third among materials for Autumn shoes.” 


129—Indies Brown 
77—Marine Blue VANITY BOOT SHOP, J. Wasserstrom 


100—Araby Green “TI believe patent leather will be good for Autumn, consider- 
112—Terra Cotta ing the satisfactory turn-over of patent leather shoes so far.” 
93—Mink 
85—Dubonnet 


PATENT LEATHER LEATHER CO., 
nn RR e WHITE e COLORS aii ality NEW JERSEY 
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RUBBER FOOTWEAR 
MANUFACTURING INDUSTRY 
TO CONTINUE 

FAIR TREATMENT OF LABOR 








At a meeting of the Rubber Footwear Manufacturing Indus- 
try, the following resolution was adopted unanimously: 


RESOLUTION. We, the undersigned, representing the entire 
Rubber and Canvas Footwear Manufacturing Industry of the 
United States, will continue the wages and hours, also child 
labor limitations, under which the industry has been operating. 


BEACON FALLS RUBBER SHOE COMPANY 
CAMBRIDGE RUBBER COMPANY 
CONVERSE RUBBER COMPANY 
ENDICOTT JOHNSON CORPORATION 
FIRESTONE FOOTWEAR COMPANY 

B. F. GOODRICH COMPANY (Footwear Division) 
GOODYEAR GLOVE RUBBER COMPANY 
GOODYEAR RUBBER COMPANY 

HOOD RUBBER COMPANY 

LA CROSSE RUBBER MILLS COMPANY 
LAMBERTVILLE RUBBER COMPANY 
MISHAWAKA RUBBER & WOOLEN MFG. CO. 
PHILLIPS-BAKER RUBBER COMPANY 
SERVUS RUBBER COMPANY 

TYER RUBBER COMPANY 

UNITED STATES RUBBER COMPANY 








RUBBER AND CANVAS FOOTWEAR MANUFACTURING INDUSTRY 














affiliated with 
i THE RUBBER MANUFACTURERS ASSOCIATION, Incorporated | 
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OPERATING UNDER 
R 4910—Girls’ Black Retan Jodhpur 
J Linol Leather Sole, 10/8 Leather 
Heel, Rubber Top Lift. 
Sizes 21%/9 $ 


4909—Same in Brown Retan.... 2.10 
ert ee One eae 
FUNDAMENTALS 


The complete line will be \ 

gladly shown to you by the | No. 4910 
Endicott-Johnson salesman 

in your vicinity. 


1116—-Men’s Brown Retan Riding 
Boot, Oak Sole. Sizes 
‘ $2 


No. 4904 


4904—Misses’ Black Elk Riding Boot, 
Laced Top, Sure-Wear Leather 
Sole, Rubber Heel. 
Sizes 12/2 


49042—Same in Child’s Sizes 
8%/11% 


4903 —Same in Brown Elk— 
Sizes 12/2 


4903/2—Same in Child’s ‘Brown 
Elk—Sizes 8%/11%.. 


4903'4—Same in Infant’s Brown 
Elk—Sizes 5/8 ° 


No. 4908 


4908—Girls’ Black Retan Riding 
Boot, Linol Leather Sole, 10/8 
Leather Heel, Rubber Top Lift. 
Sizes 2%/9 $2.25 


4907—Same in Brown Retan, 
Sizes 2%/9 


No. 1116 
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BACKWOODS CABIN 


Riding Boots and Moccasins 
for Men, Women and Children 


Lo trails, through cool pine forests or over wide far 
reaching plains beckon invitingly to those of all ages 
who find a maximum of pleasure and relaxation in the 
great outdoors. 

For the horseman, sturdy boots are a necessary requisite, 
and the camper too, must have rugged moccasins that will 
offer protection to the feet and withstand all kinds of rough, 
hard wear. 

Constructed from sturdy, long wearing leathers: smart 
enough to wear at the most fashionable dude ranch, rugged 
enough for the most rustic backwoods camp and priced to 
fit the most modest purse, these Endicott-Johnson outdoor 
shoes offer values that cannot be equalled. 


A wide variety of styles and range of sizes are in-stock 
and ready for immediate delivery to your store. 





No. 2204 


2204—-Girls’ Black Elk Genuine Moc- 
casin Vamp Blucher Oxford, 
Gro-Cord Sole and Top Lift, 
10/8 Leather Heel, Sizes 5 
Widths A/D $2. 


2205-— owe in Golden Elk, Sizes 
3/8, Widths A/D 


No. 6111 


6111—Boys’ Black Elk Genuine Moc- 
casin Blucher Oxford Raw-Cord 
Sole and Heel. 
Sizes 1/6, Widths D.... $1.90 


6119%—Same in Brown Elk, Sizes 
1/6, Widths D ! 


6854—Men's Black Elk Genuine Moc- 
easin Blucher Oxford, Double 
Oak = Linol Outsole, 
Leather Heel. 
Sizes BL Widths D... $2.05 
6857-—Same with Raw- ona ‘Sole 
and Heel. 
Widths D & E 


beeedl: : 1 in Brown Elk, Sizes 
Widths D 2.05 


6856—ame, in Brown Elk with 
Raw-Cord Sole and Heel, 
Sizes 5/11, Widths D & E 2.15 


_ENDICOTT.N.Y.__ sei8eiiecit 
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Boston Shoe Fair Visitors 


are cordially invited to see our exhibits at 
the Hotel Statler in rooms W716 and W718. 


@ Shoes of fashionable design featuring 
all the modern types of construction will 


be on display. 


@ Visitors are also invited to inspect our 
Footwear Museum, the largest of its kind 
in the world, in room 700 at our Boston 


office, 140 Federal Street. 


July 8, 9, 10, 1935 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 











wo / New Styles by Bice ON il 


AT THE RIGHT 


AT THE LEFT 
OLIVENE 


MATINEE 
Colonial Number 99 
Brown Patent Leather All over Colonial Black 
Vamp and Heel, Brown . Patent Leather, Contrast- 
Suede Quarter. Stitching Wa é CO ins 5 One gray on 
ylac 


on vamp of Beige. Strip- 
ping Beige Silk Kid. 





ALL THAT FINE (&@ PATENT CAN BE 





ANUFACTURERS of com- 
fort shoes for children con- 
tinually preach that children 
must be made to “toe straight 
ahead” if they are to enjoy foot- 


health. 


There’s a fine parallel in this 
thought for every shoe manu- 
facturer. And for our factory 
it has developed into a creed. 
Since our goal is to make the 
finest shoes in our grade, we go 
straight to the point without 
wavering to one side or another. 
We “Toe straight ahead,” point- 
ing always toward quality. 


4 


BOOT AND SHOE RECORDER, July 6, 1935 


There never has been and never 
will be, a substitute for high 
quality as far as we are con- 
cerned. The standards in our 
factory call for the finest qual- 
ity materials from the wood to 
the leather—uppers, heels, sole 
leather, every bit of material 
that goes into an Andrew Geller 


shoe MUST BE THE FINEST. 


And that goes for craftsmanship 
too! From the pattern room to 
the finishing room—and espe- 
cially in the lasting room — 
every detail of workmanship 
that goes into the making of 
Andrew Geller shoes is of the 
best. 


These facts are (and most cer- 
tainly should be) of great im- 
portance to those whose busi- 
ness it is to sell shoes to smart 


women of America. Retailers 
have enough problems to solve 
without having to worry about 
getting quality when they pay 
for it. 


And so, when we offer Andrew 
Geller exquisite footwear to re- 
tailers (and they in turn offer 
these shoes to the fashionable 
women of America at $10.50 and 
$12.50), we know, and retailers 
can bet their last cent on it, 
that the shoes are everything in 
styling, fit and quality that fine 
saleable shoes should be. 


We have reached the leadership 
that we enjoy because we have 
always “toed straight ahead” in 
insisting on the best of every- 
thing that goes into the mak- 
ing of Andrew Geller, Exquisite 
Footwear. 





Andre 


w Geller 
exquisite | Sil 


BROOKLYN 





aes 
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